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Illinois, it is announced, is plan- 
ning a $250,000 campaign to adver- 
tise the attractions of the state. 
Thus they hope to get the boys out 
of Florida before Christmas. 

vgv#seg? 

Cosmetics advertisers are worry- 
ing because the FTC will no longer 


| 


permit them to use the old stand- | 


bys. But the time for them to worry 
is when women decide not to. 
vw" 

Holgar J. Johnson says life pol- 
icyholders should be told that at- 
tacks on insurance assets are attacks 
on their savings. Even when made 
by company presidents through 
those friendly loans to each other? 

vvy 

Even those who don’t agree with 
disgruntled stockholders who pro- 
test the $450,000 annual income of 
George Washington Hill have to ad- 
mit it’s pretty nice cigarette money. 

, + 

Most American Tobacco share- 
holders who look at the net earn- 
ings statement are convinced that 
G. Washington supplies the cream 
for their coffee. 

vvy 

Enna Jettick promises its cus- 
tomers they'll be followed by “a 
warm glow of masculine admira- 
tion.” But it will be just like a lot 
of enthusiastic males to lift their 
thoughts a bit higher. 


7:24) 


Prof. Ogburn suggests that to off- 
set the alarming decline of popula- 
tion growth, a higher domestic birth 
rate should be encouraged. Has any 
farseeing statesman suggested put- 
ting a prohibitive tax on twin beds? 

vvwyY 


The Hon. Patman’s anti-chain 
bill would have a lot better chance 
of passage if it included dire pen- 
alties for either concocting or circu- 
lating chain letters. 


7 YT F 


The Wilson Sporting Goods Com- 
pany will urge golfers to take their 
troubles to a pro. But if they hap- 
pen to go to Sam Snead, they'll find 
he has troubles of his own. 


. VT F 


John McPherrin advances the 
suggestion that the sales force be 
taken through the agency to show 
them how good advertising is cre- 
ated. They’d get a particularly nice 
kick if they could see a layout man 
putting a toe-hold on a copywriter. 


. ¢.4@ 
The Marlin Fire Arms Company 
featuring Confucius Says in its 

razor blade window displays. 


preferably by bore? 
>, FV ¥ 
Politicians will spend millions 
year broadcasting their elo- 
lent appeals to 
Next fall many a home will get its 
supply over the hot air wave: 


=e we 


The Yankees hate to do it. To 


lp along a worthy cause, such as | 


they decided to 


Finnish relief, 
T National Leaguers 


mpa with the 
fain on March 17. 


vvyY 

7 The arduous work of the Federal 
trade Commission is beginning to 
bear fruit. The bird department of 


Goldblatt’s, Chicago department 
re, advertises that “Some of these 
naries may develop into singers.” 


Copy Cus. 


NEW USE FOSTERED 


A Great 
Breakfast Food! 


These days, when every athlete recommends his per 
Sneeties, Bleeties and Crispie Wispies and tells you how 
they made his biceps big and strong. we take a phrase 
from FDR and say, “Let's look at the record.” 


Health toods and fads come and go. but the fine, healthy 
nourishment contained in a dish of ice cream is recog- 
nized year in and year out. 


Take home a quart tonight... and if you can resist its 
delicious taste and are able to save out a little, try Bh 
with your coffee to top off your breakfast, You'll agree— 
It's a great breakfast food. 


This Week's Special Flavors 


Butter Almond 
Brickle Fudge 


Oat a ‘gum 


M a cee an 


6134 - 22nd Ave 
Phone 2.3778 


627 ~ Séth St. 
Phone 2-852 


This enterprising Kenosha, Wis., ice 
cream purveyor is seeking a place on 
the breakfast table for his wares. 


Would Substitute 
‘Radiovision’ 
for Television 


New York, March 13.—Dissatis- 
fied for some time with the term 
“television,” because the prefix 
“tele” is in common usage for other 
means of communication, Radio 
Corporation of America executives 
are considering the adoption of 
“radiovision” as a substitute. 

At a meeting of RCA and Na- 
tional Broadcasting Company ex- 
ecutives Friday, an informal poll 
was taken. The vote was about ten 
to one in favor of shelving “tele- 
vision” for ‘“radiovision,” despite 
the expected difficulty in educat- 
ing the public to the new term. 


Would Like to Be Alone 


If RCA-NBC could have its way, 


But | 
why not reserve them for rifles—- | 


the electorate. | 


it would adopt the new name and 
|permit the rest of the field to use 
| the old term. It is considered more 
| likely, however, that if RCA adopts 
the new name, its competitors in 
both the manufacturing and broad- 
casting end of the business would 
| follow suit. 

Following the vote at which 
|“radiovision” was endorsed, Gano 
| Dunn, president, J. G. White Engi- 
neering Company, and an RCA di- 
rector, used the coined word 
throughout his speech. Whether 
RCA-NBC will adopt the new name 
has not been decided as yet. 
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Sears Executive 
in Counter Attack 
on FIC Detractors 


Too Many Donald Ducks 


in Advertising, Price 
Insists 
Washington, D. C., March 13.—A 


vigorous defense of the Feder: il) 
Trade Commission and gover nment | 
regulation of advertising, and an 
equally vigorous denunciation of the 
“Donald Duck” attitude of many 
advertising interests in attacking 
| the FTC, came from a totally unex- 
pected source here today when 
| Arthur Price, of the mail order 
| advertising department of Sears. 
| Roebuck & Co., New York, launched 
|a counter-attack against FTC de- 
| tractors before the Advertising Club 
of Washington. 


Policing Needed 


worst advertising job on behalf of 
its own profession,” he said, “but 


has always included a considerable 
amount of sheer humbug and 
fakery. That this undesirable ele- 
ment today is smaller than ever 
before—and constantly diminishing 
—is a tribute to the splendid lead- 
ership _in the tield, and to the cor- 
rective iniluences that have always 
been brought into play to protect us 
from the dishonest. 

“Freedom of the press and free- 
dom of the printed word are funda- 
mental American traditions. But 
where in all America is the vested 
right to perpetrate, permit or con- 
done abuses of this privilege? The 
exercise of police powers in a 
democracy has never been a popular 
function with those who do not 
themselves feel the need for its pro- 
tection. But the critics of these 
policing activities have never been 
able to demonstrate how, otherwise, 
we can successfully eliminate unde- 
sirable advertising.” 


Ifud Squawks 


Tracing the history and growth of 
|federal laws affecting advertising, 
Mr. Price asserted that champions 
of advertising themselves have done 
most to bring about remedial and 
protective legislation to eliminate 
dishonest advertisers. 

“*Cease and desist,’ ” 
“have become. well 
powerful words. Of 
ences ever brought to bear upon our 
| profession to eliminate the dishon- 
jest and undesirable element, none 
can even remotely compare in 


he went on, 
known and 


“Advertising has done the world’s 


no one can deny that advertising | 


‘Paper Depot’ Will Sell 


Complete Household Line 


all the influ- | 


land 


PAPER DEPOT 


The 


“complete 
worked out for stores by Tested Papers 


department" display 


of America, Inc. 


efficacy—and in accomplishment 


with the success of ‘cease and de- 
Balled 
“Recently the FTC, in accounting | 


for a new appropriation, disclosed 
as a new project a proposal to delve 
into the methods and cost of distri- 
bution,” he continued., “Snap went 
the frigger: tho. #lf-appointed 
champions of advertising’s purity 
went into hysterical action. One 
called the proposed investigation an 
inquisition. Another shouted that 
(Continued on Page 42) 


‘America’s Busiest 
Cigarette’-T hat's 
Chesterfield 


New York, March 
a new slogan, “The Busiest Cigar- 
ette in America is Chesterfield,” 
Liggett & Myers Tobacco Company 
has released schedules for a new 
newspaper campaign, first insertions 
of which will appear next week. 

The campaign will continue until 
early May in approximately 1,700 
papers. In promoting its new slo- 
gan, Chesterfield will continue to 
use the names and pictures of 
celebrities of the theater, sports and 
other fields. 

At least for the present, use of 
the slogan will be confined to Ches- 
terfield newspaper copy. Other 
media now carrying Chesterfield 
promotion include radio, magazines 
outdoor posters. Newell-Em- 
mett Company is the agency. 


14.—Adopting 


Last Minute News Flashes 
Bendix Develops $99.50 Washing Machine 


South Bend, 


Ind., March 15.—Bendix Home 


Appliances, Inc., will 


wage a vigorous magazine and newspaper campaign for a new washing 


machine priced at $99.50, $40 below 
is the agency. 


Smith & French, Detroit, 


the former minimum. Brooke, 


| Standard Knitting Appoints Hays MacFarland 


Nashville, Tenn., March 15 
vertising, Standard Knitting Mills, 


Hays MacFarland & Co., Chicago, 


Planning aggressive resumption of ad- 


one of the largest American compa- 
nies devoted exclusively to manufacture of underwear, today appointed 


as its 


agency. Newspapers will be 


used in a spring campaign for men’s underwear. 


Six-Month Guarantee for Pro-Phy-Lac-Tic Brush 


Florence, Mass., 
toothbrush with 


March 15.—A six-month guarantee for a 
“tempered bristles” 
by Pro-Phy-Lac-Tic Brush Company. 


new 
will feature a magazine campaign 
Collier’s, Good Housekeeping, 


Life and The Saturday Evening Post will be used through Lambert & 


Feasley, New York. 


| expanded 


Initial Copy Runs for 
Big New Paper Organi- 
zation 


Chicago, March 14.—A_ year's 
planning will reach its climax next 
week when four-color bleed spreads 
in Country Gentleman and The Sat- 
urday Evening Post bring the public 
debut of Tested Papers of America, 
Inc., and an ingenious merchandis- 
ing fixture, the “paper depot,” 
Which will enable the veriest tyro 
in the retail field to departmentalize 
his paper business with attractive 
displays. 

Magazine advertising will be 
in April to include The 
Ladies’ Home Journal and McCall's, 
while a heavy volume of newspaper 


copy will be placed at more than 
100 distributor points. In sharp 
variance with practice in other 


fields, this advertising will be placed 
by Ruthrauff & Ryan, the agency in 
charge, at national rates. Sound 
films for consumer promotion are 
also in production. 


First Complete Line 


Though success stories have been 
written in the household paper field 
by many individual companies, 
usually marketing single products, 
Tested Papers of Am»rica, Inc., will 
represent the to 
sell a complete line of such papers 
under one brand. The _ 100-odd 
paper executives who own all of 
the stock in the new organization 
believe that their method of oper- 


ating will result in substantial 
economies. These distributor-own- 
ers, With the assistance of the ad- 


vertising agency and the headquar- 
ters staff, wrote the specifications 
for all of the papers finally included 
in the line. Established paper mills 
in various parts of the country pro- 
duce the paper at prices which per- 
mit them a reasonable manufactur- 
ing profit. 

These manufacturers pay five per 
cent of their gross volume to head- 
quarters to cover administration, 
selling, advertising and other func- 
tions which they themselves would 
have to perform did not Tested 
Papers of America, Inc., take them 
off their hands. In most cases, two 
mills in different parts of the coun- 
try are producing each item in- 
cluded in the new line. Each mill 
will act as a source of supply to 
distributors nearest it, this plan 
effecting important economies. Pool- 
ing of shipments is also contributing 
to this goal. 

Though the complicated trade 
practices of the paper industry make 
price comparisons difficult, Tested 
Papers of America, Inc., asserts 
that since it began its creative task 
with a full knowledge of competi- 
tive conditions, it has a clean-cut 
advantage in either price or quality 
in every instance. While the organi- 
zation is concentrating on household 
papers for the present, it plans 
eventually to enter the huge indus- 
trial field, where volume is far 
larger than in the consumer realm, 
embracing such necessities as paper 
bags for all types of products, wrap- 
ping paper both for manufacturers 
and retailers, and also such items as 
toilet paper and paper towels for 
use in industrial plants 

Packaged by Expert 

Handsome packages adorn and 
identify the entire line of Tested 
Papers of America. This task was 
assigned to Robert Sydney Dickens, 


Chicago designer, who gave the first 
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grade line, “Test-Mark,” a covering 
of magenta and black; “Test-Line,” 
the second grade, a wrapper of blue 
and black, and ‘“‘Testex,” the econ- 


| disers. 
| 


retailers who place representative 
orders through distributors, and who 
can qualify as competent merchan- 
As indicated, distribution 


paper made extra strong, a heavier 
Wax paper in a meter roll, a new 
full lap-size paper napkin, kitchen 
towels that 


retain their strength | 


—_—— 


WE COULDN'T DECIDE HOW TO SHOW THIS 


omy grade, a unique green. All| will be through grocery, drug and| even when wet, and a facial tissue 
three grades carry tremendous eye|department stores. Some of the/|that resists tearing.” I ed (j ti 
appeal. The second and third quali-| latter are reported to have ordered All products of Tested Papers of Ona GRE ) lariat eT 
ties are confined to bathroom tissue.| as many as three paper depots for | America, Inc., will be sold under < 

The “paper depot” looms as | installation in as many different | fair trade agreements. The Test- Aina = 
the outstanding achievement of | departments. While the exact num- | Mark Doubledown tissue, for exam- PuNakis wis Goonies plemared tele; Os. Ths oui vegged var. A more watictying co 
Tested Papers of America. , It is} ber of paper depots installed in the| ple, will sell at 10 cents, two for Discs Soe ane cad i Spee) Se 
made of wire, with compartments! country’s retail stores has not been | 19 cents, or three for 28 cents. Gen- Ee Se Wade dl tarts ey cane ee Cr oh Si pam vm 
available for each of the products revealed, the aggressive promotion | eral practice in the past has been to than gee: ka ee 
comprising the line. The initial | plans which have featured opera- let nature take its course with wr and ane-hail theresa feet ie Me pectctinidlle 
advertisement in the series devotes | tions of Tested Papers of America, | prices. A pagteredey LL They terse Rathod everyengants she Bad ol de rears het 
a full page to an illustration of the | Inc., indicates that it is high. | In most cases, distribution of the | want stadiness i. Mie . 
paper depot, showing a _ bevy of | - ,| new organization’s products is on} More than 10 separate paris went sith lise steam -andhermeteully seatedia, ut do you be nthe ha 
excited women discussing the fix- | Films Help Sell Idea |an exclusive franchise basis. The " they “leeshewed” every artery th yur Ich deter « 
ture and its advantages. According} Several sound slide films were | right is reserved, however, to use Rael 30 Chae) ot sted, Hak Hi eee Gee clits ars ont Gia onaia 
to tests in the field, the comments! developed by Ruthrauff & Ryan to | two or more jobbers in markets of sii dieh Wailea ccucsidhatahd alin © Cheqactn Milde onto aniahe 

arts “um the money a wientiheally determined proper 


2 
. 


of the housewives are conservative. | 
Tested Papers of America reports 
that use of the paper depot without 


help paper merchants sell the new/a certain size. The list of distribu- | 
idea to retailers at group meetings, ltors to be carried in the Post copy | 
and to educate their own organiza- | shows dual distributorships in Phil- | 
benefit of other promotion has in-| tions. While many of these meet- | adelphia and Pittsburgh. 
creased paper sales of a drug store | ings were staged before any of the Frank P. Vaughan, formerly gen- 
as much as 1,300 per cent; of a|new merchandise was available, so | eral manager of the Bay West divi- 
chain super market, 141 per cent; much enthusiasm was generated | sion of Mosinee Paper Company, is 
of a department store, 1,100 per | that thousands of orders were placed | president and general manager of 
cent; and of a neighborhood inde-|on the strength of the merchandis- | Tested Papers of America, Inc., 
pendent, 107 per cent. Household|ing program. It is reported that | which has its headquarters in Chi- 


Yea 


the 


» work und you get a whale of 2 ow 


Ruwk. A lweher car 


paper, coming in a heterogeneous| mills are still far behind with| cago. John A. Wesley, former sales 
array of sizes and packages, has orders. manager of Rhinelander Paper | 
received comparatively little display The spreads to appear next week Company, is secretary. John R. 


in the past, it is said. The paper/| feature, besides the paper depot, | 

depot makes display automatic and | various products embraced by the | zation from an idea into a reality, 

impressive. new trademark. They include ‘“a|is account executive in charge for 
The paper depot will be leased to | new facial tissue type of bathroom | Ruthrauff & Ryan. 


Kneebone, who nursed the organi- 


Any Member of the A. T.A. will give you: 


Highest Quality 
Good Taste ® 


Intelligent Service Expert Craftsmanship 


Complete Facilities - Sound Business Ethics + Uniform Practices « Greatest Choice of 


Type Faces - Type Service for all Advertising Purposes + Lowest Practical Costs 


ee Pee a -_~ —— ~ — - — — _ - Olli” 


This is the way the Buick copy in the March 23 Saturday Evening Post will look 


after you turn the book around. It's a bleed spread, measuring 10% by 213%, 


Ghe homely old (Maxim inches. Arthur Kudner, Inc., is the agency. | 


Trade Barrier to state, will be of interest to the 


that ‘the best is always the cheapest” holds good | consumer and producer as well 
today in typography. When you employ one of our member companies, you can Hearings to Be | Indications ae yoo “ar oe of 
one size in one state and anothe: 


be sure that everything going into the job must be the best — the finest and newest size in a second provide unwhole- 


Watched Closely | some purchasing conditions and 
source of concern to manufacturers 
Laws to be discussed will prob- 
ably include motor vehicle regula- 
tions, dairy laws, liquor laws, pric: 
legislation, general food laws, insu: 
ance regulation, use taxes, and nur 
sery and livestock laws. Specia! 
attention is likely to be paid t 
liquor laws which restrict the sal 
|of beverages made in another state 


type, the latest methods of production, the most modern equipment — used by 
| Washington, March 14.—Monopoly 
(TNEC) Committee hearings on 
trade barrier problems beginning 
Monday, March 18, will be restricted 
to consideration of trade barriers as 
such, it was indicated today by 
| Senator Joseph O’Mahoney, chair- 
{man of the investigating group. 
| However, other competent sources 
|indicated that much material of 


: . , : . | interest to both consuming and pro- 
ardize the effectiveness of your advertisement by taking chances on your type- | interest to both con B 2s 

5 : ~ : | ducing interests will be uncovered. 

| 

| 


skillful craftsmen who take a keen personal pride in their handiwork. Naturally, 


under such circumstances, A.T. A. quality can not be sold at cut rates. 


In most matters, you are usually willing to pay a little more for real superi- 


ority. In buying costly white space in magazines, newspapers, trade publications, | 
catalogs, books, broadsides, and other printed matter, A.T. A. workmanship is your 
insurance that your money will not be wasted. You don’t top off an expensive 


suit of clothes and custom-made shoes with a bargain hat. Why should you jeop- 


NBC Spot Sales Rise 


Revenue from spot and local ad- 
vertising carried over the 15 sta- 
tions managed and operated by the 
National Broadcasting Company in 
February amounted to $502,400, an 
increase of 31 per cent over Feb- 
ruary, 1939, when the figure was 
$383,100. January revenue reached 
a total of $516,400, which broke al! 
previous records for the month and 
marked a gain of 31 per cent ove! 
the 1939 figure. 


Ged |Hoallhkecping 


THE SELF -BETTERMENT MAGAZ/NE 


setting? Because of the superior handling of your job, A.T. A. eliminates “extras” Effects of trade barriers on pric- 
'ing operations will probably be 
shown, though indirectly. State 
| taxes, motor carrier regulations, use 


and actually delivers the finest typography at a definite saving to you. 


Put through that call to one of our members right away. His repre- 


taxes, fair trade laws, and other 
factors will figure in this feature of 
the presentation, although they will 
be considered as trade factors rather 
than as having effect on prices and 
pricing policies. 

The problem of standard con- 
tainer laws, which vary from state 


sentative will explain what A.T.A. quality means in dollars-and-cents. 


THE 


Advertising Typographers Association 


OF AMERICA, INC. 


MEMBERS 


AKRON, OHIO 
The Akron Typesetting Co. 


BALTIMORE, MD. 
The Maran Printing Co. 
BOSTON, MASS. 

The Berkeley Press 


BUFFALO, N.Y. 
Axel Edward Sahlin 


DALLAS, TEXAS 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, OHIO 

Dayton’'s Typographic Service 
DENVER, COLO. 

The A. B. Hirschfeld Press 


DETROIT, MICH. 
The Thos. P. Henry Co. 


NEW YORK, N.Y. 
Ad Service Co. 
Advertising Agencies’ 

Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 


Superior Typography, Inc. 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 

Type Arrangement, Inc. 
Typographic Craftsmen, Inc. 
Typographic Designers, Inc. 
Typographic Service Co. 
Kurt H. Volk, Inc. | 


PHILADELPHIA, PA. (For the ENTIRE FAMILY) 


Typographic Service C. Benj. Stapleton Co. Diamant Typographic John C. Meyer & Son 
s George Willens & Company Serv ice os Progressive Composition Co. 
CHICAGO, ILL. MDIANAPOLIS, 10 A.T. Edwards Typography, Inc. 
. Advertising Typographers, Inc. ' . Empire State Craftsmen, Inc PORTLAND, ORE. 
Bir Arkin Typographers, Inc. Soe Syecguers Frost Brothers aS. Gtseey,. + 1 | HH E N E W N A T | O N A L B | » 
J. M. Bundscho, Inc. ervice UO., snc. David Gildea & Co., Inc. verusing Typographer 
F ss ee sf — KALAMAZOO, MICH. Graphic Arts Typographers, ST. LOUIS, MO MONTH LY — SETTI NG A NEW 
+ ayes-Lochoner, Inc. Jsire J. Ms sia nc. ° eo Bes } 
paver Runkle-Thompson-Kovats, Inc. —— Hanford Hardin, Inc. Brendel Typographic Service TR EN D FO R PU B LICATIO N S IN 
CINCINNATI. OHIO LOS ANGELES, CAL. Huxley House Warwick Typographers, Inc. 
er . William Carnall King Typographic Service Corp. SA FR THE GOO D-HEALTH FIELD “ee 
The J. W. Ford Co. House of Hartman Master Typographers, Inc. > N nyt CAL. 
CLEVELAND, OHIO Samuel Katz—Typographer worrell & McDermott, Inc. Tarlor » Tavla DEBUTS JUNE 1940. 
Rising-Hammond, Iac : aylor & Taylor 
Bohme & Blinkmann, Inc. mOutesAal. CANADA George Mullen, Inc. 
Schlick-Barner-Hayden, lac. ° N Chris F. Olsen, Inc. SEATTLE, WASH. 
Skelly Typesetting Co., Inc. Fred F. Esler, Led. Frederick W. Schmidt, Inc. Frank McCaffrey JOE BONOMO PUBLICATIONS, INC. 
Executive Headquarters: 461 Eighth Avenue, New York City + ALBERT ABRAHAMS, Executive Secretary 1841 Broadway, N. Y. 
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Just a“Straw in the Wind” 


Last July, a large cosmetic manufacturer decided to experiment in 
Puck —THe Comic WEEKLY to the extent of ONE insertion 
Coupon returns. accompanied by cash. were so unprecedented — 
so utterly phenomenal (the lowest inquiry cost ever received) that 
Puck is today a major medium on their 1940 advertising schedule 


Puck's amazing “coupon response.” proved time and again by 
leading advertisers, is just a “straw in the wind” that indicates the 
REAL BUYING POWER generated by consistent advertising in Puck 
—THe Comic Week cy... the World's “Best Seller" 


“BARNEY GOOGLE 
is the American Don 


COMIC WEEKLY 


Greatest living American humorist is Irvin Cobb. 
Launching his brilliant career in 1894, as a contributor 
to “comic weeklies,” Mr. Cobb has since made millions 
of Americans laugh and chuckle at his books, his plays, 
his short stories, his radio and motion picture writings. 
A prodigious worker, Mr. Cobb has been the author of 
many “best sellers.” Most famous is “Speaking of 
Operations,” written in 1924, which sold nearly 900,000 
copies and is still in popular demand. 


uixote... 


funny, pathetic, lovable” 


“Tp ARNEY is funny and pathetic,” writes Irvin Cobb, the great 
American humorist, “because, like many a lovable char- 
acter of literature, he has a valiant heart in the body of a 
shrimp. Never quite succeeding but never quite cast down, 
he makes us see the comic side of all our hopeful strivings.” 


The tiny, ridiculous Knight of Misadventures, Barney Google, with 
his rambling foot and his helpful disposition, is no imaginary figure to 
most of America, but a flesh-and-blood hero whose “googling eyes" 
are celebrated in song as well as story 


FOUNDED 1876 


DISTRIBUTED THROUGH I5 GREAT SUNDAY NEWSPAPERS 


959 Eighth Avenue, New York + Palmolive Building, Chicago 


To the twenty million readers of Puck —The Comic Weekly, Barney 
Google is alive and human. And so, too, are Pop-Eye, Jiggs and 
Maggie, Tillie the Toiler, Toots and Casper, Skippy, Blondie, Flash 
Gordon, the Katzenjammer Kids—and all the other immortal favor- 
ites who constitute the “American folklore” in The Comic Weekly. 


No ordinary cartoonists create these living personalities. They are 
great authors, masters of pen and brush —among the highest paid 
literary talent in the world. 


This editorial vitality explains why Puck —the only national publica- 
tion of its kind—has produced time and again for more than 100 lead- 
ing advertisers results seldom equalled by any medium—why it is the 
World's “Best Seller.” 


Puck is welcomed —yes eagerly devoured by the grown-ups as well as 
the youngsters in more than 5,500,000 homes every Sunday and dur- 
ing many of the days that follow A just-made Daniel Starch survey 
proves that in 9 out of 10 homes that receive it, Puck —The Comic 
Weckly is read by ONE or More adults. 


Advertising in Puck reaches the largest weekly reading audience on 
earth. Amazing, but true, Puck's readership among men exceeds that 
of any “man’s magazine’ Among women, its readers outnumber 
those of any woman's publication. The 99% coverage of juveniles is 
a great bonus, for the influence of these vociferous youngsters on 
family purchases is a factor to be reckoned with. 


Business executives with a product to market will find it profitable 
to learn what the world's “Best Seller’ has done for other advertisers. 
For complete information, telephone COlumbus 5-2642, New York, 
or DELaware 6550, Chicago. 


TWENTY MILLION READERS ---THE WORLD’S BEST SELLER 
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RCA Starts Big | 
Drive to Sell 


Television 


Sale of 500 Receivers! 
Weekly Sought in N. Y.; 
Prices Slashed 


New York, March 12.—Close on 
the heels of the Federal Communi- 
cations Commission’s approval of 
commercial television beginning 
Sept. 1, RCA Mfg. Company today 
disclosed substantial reductions in 
television receiver prices as well as 
plans for the first consistent adver- 
tising campaign to stimulate re- 
ceiver sales in the metropolitan New 
York listening area. Objective of 
the drive is to put 25,000 receivers 
into homes within the program 
service range of NBC’s Empire State 
television transmitter during the 
next 12 months. 

Coincident with the price revision 
it was also announced that effective 
immediately there will be an expan- 
sion of television program service 
with many top-ranking sound pro- 


grams to be picked up by television 
cameras. 

The highest priced receiver in the 
RCA-Victor line which formerly 
sold at $600 will hereafter be offered 
at $395, with corresponding reduc- 
tions scheduled for lower priced 
sets. The most inexpensive receiver 
in the line will be sold at $99.50. 
A refund will be made to all tele- 
vision set owners who paid the 
former prices. Receivers will be 
offered at 10 per cent down and the 
remainder payable over an 18- 
month period. 

Thomas F. Joyce, vice-president 
and advertising director of the com- 
pany, today told a gathering of 
about 500 dealers that the RCA 
decision to jump into the television 
merchandising picture in earnest 
was based on an experiment con- 
ducted over a period of several 
months last year in the Poughkeep- 
sie, N. Y., area. This territory was 
selected because it is just on the 
fringe of what had been considered 
the limit of the Empire State trans- 
mitter’s 60-mile broadcasting range. 
Apparently reception was found to 
be satisfactory in that territory 
because 132 receivers were sold in 
12 weeks. On the basis of this 
record the New York territory 
should produce a minimum of 500 
sets a week, he said. 

Initial announcement in the new 


campaign will appear in New York 
newspapers next Wednesday when 
full-page copy will herald the re- 
duction in receiver prices and the 
plans for expanded program service. 
Listeners will also be provided with 
a complete background resume of 
television’s technical progress. Copy 
will also appear in Cue, Esquire and 
The New Yorker. 


Will Expand Program Base 


Alfred H. Morton, NBC vice- 
president in charge of television 
activities, traced the development 
of program service during the past 
year and predicted that the perfec- 
tion of a new portable pickup, 
weighing one-tenth and costing one- 
sixth as much as previous equip- 
ment in use, will make possible the 
telecasting of many more events 
outside the studios. Television 
cameras, lenses, lighting equipment, 
studio technique and other vital 
elements have also undergone re- 
markable improvement, he reported. 
He indicated that full program serv- 
ice can be expected for the entire 
Atlantic Coast area extending from 
Boston to Washington within the 
next two years. 

Tests have shown television com- 
mercials to have an _ impression 
value four to ten times as great as 
that of straight sound broadcasting, 
declared Mr. Morton. 


For more than 
00 years 
this has been 
the leading 
newspaper in 
its field— 


San Francisco 


EXAMINER 


|especially designed for 
| Its weekly presentations will con- 


Esso to Sponsor | 
First Commercial 
Television Series 


New York, March 14.—Esso Mar- 
keters will score a television “first” 
here next week when it inaugurates 
the first regular series of programs 
television. 


sist of newscasts illustrated with 
pictures and maps. Under the lim- 
ited commercial provisions now 
existing, Esso will pay its commen- 
tator and the news service provid- 
ing the material, while operating 
costs will be borne by the station. 

The program’s debut will be 
staged March 20, from 8:50 to 9 
p. m., over Station W2XBS, the 
National Broadcasting Company 
outlet here. The time will be ad- 
vanced to 9:30 the same evening in 
later weeks. 

An entirely new technique has 
been devised for the telecasting of 
news. Instead of reporting the 
headline stories of the week, Esso 
will have to begin with pictures 
and report only those news develop- 
ments which can be _ illustrated. 
Except for the opening and closing 
of the program, the newscaster will 
not be in front of the camera. 


To Use Maps and Charts 


A series of photographs and maps, 
specially retouched and reproduced 
on a screen, will form the visible 
background for the reporter’s com- 
ments. Pictures will be changed at 
least every five seconds. 

Commercials will be dramatized 
and will consist of concrete dem- 
onstrations of various Esso products 
in use. For the first few weeks, 
Esso oil burners will be promoted. 
The program is being handled by 
Marschalk & Pratt. 

Liberalized rules recently issued 
by the Federal Communications 
Commission on the sponsorship of 
television do not take effect until 
Sept. 1. Until that time, advertis- 
ers are forbidden to pay stations 
for time and use of facilities. 


NBC Applies for 
3 More Stations 
for Television 


New York, March 14. — National 
Broadcasting Company has filed ap- 
plications with the Federal Com- 
munications Commission to build 
television stations in Chicago, Phila- 
delphia and Washington, it was an- 
nounced here today. 

NBC already holds options on the 
use of the Civic Opera and the 
Board of Trade towers in Chicago 
for television purposes. It has been 
using the former for short wave 
broadcasting. 

Zenith Radio Corporation at pres- 
ent is the only company experi- 
menting with television in Chicago. 
The Balaban & Katz theater chain 
recently applied for a_ television 
station permit in the Windy City, 
but no action has been taken by the 
FCC. 


Marketers Hear Details 
on Editorial Research 


R. O. Eastman, New York, who 
has developed a method of charting 
the responsiveness of readers to the 
editorial content of magazines, ex- 
plained the purposes and operation 
of his system to the Chicago chap- 
ter of the American Marketin 
Association March 12. The object 
is to discover how accurately and 
intensely readers follow editorial 
material of varying kinds, and thus 
to aid editors in building their edi- 
torial content to satisfy more of 
their subscribers’ wants, he said, 
emphasizing that the results of the 
research do not take the place of 
editorial brains and initiative, but 
rather give such initiative a chance 
to be quickly and accurately tested 
for its soundness. 

Discussion of the talk was led by 
S. R. Bernstein, editor of Apvertis- 
ING AGE. 


NBC Adds Two Stations 


Station KYUM, Yuma, Ariz., has 
joined the National Broadcasting 
Company and Station WFMJ, 


Youngstown, O., will join on March | 
24, bringing the number of NBC af- 
filiates to 186. 


Thompson Says 
‘Big Three’ Can 
End Job Dearth 


New York, March 14.—Home 
construction, utility expansion and 
the railroads can provide employ- 
ment for America’s millions and 
put the country back on its feet. 

This is the premise of “More 
Jobs Than Men,” written by Stan- 
ley Resor and Arno H. Johnson of 
J. Walter Thompson Company for 
“The New Outlook in Business,” 
published by Harper & Brothers. 
In beginning distribution of a book- 
let reprinting this chapter, Mr 
Resor, president of the agency, said 
that a recent survey made by it 
shows that the adult population of 
the United States is almost equally 
divided as to whether opportuni- 
ties still exist. 

“More Jobs Than Men” asserts 
that in 1937 the building industry 
faced a shortage of 2,000,000 new 
dwelling units. Over and above 
this deficit, another 500,000 are re- 
quired annually to provide for the 
normal increase in population and 
for replacement of houses demol- 
ished. No year since 1929 has 
reached this figure. In 1938, only 
315,000 dwellings were constructed. 


Huge Building Program 


“Spread over a period of five 
years,” the booklet continues, “the 
liquidation of the 2,000,000 accumu- 
lated deficit would require the 
building of 400.000 new houses an- 
nually in addition to the normal 
500,000. At a minimum average of 
$3,000 each, this would represent 
an additional $1,200,000,000 an- 
nually. It would provide steady 
work for about 435,000 men a year 
for five years; it would take off re- 
lief about 1.1 out of every 25 men 
and would reduce government re- 
lief or WPA payrolls about $270,- 
000,000 a year.” 

In the public utility field, the 
story continues, needed expansion 
awaits only definite assurance 
before going ahead. Utilities are 
spending less than one-third of the 
$1,500,000,000 a year needed for 
five years to bring them abreast of 
consumption. 

The railroads are sadly in need 
of rehabilitation. As an example 
of the high cost of obsolescence, 
new motive power has been devel- 
oped which will pay for its cost in 
two years. The railroads are well 
known to be the largest single pur- 
chaser of materials. 

Restoration of confidence would 
bring private investments flowing 
back into these industries and 
make possible the happy situation 
of “More Jobs Than Men.” 


Publishers 
to the 


Building Industry 


Building is too big a market to 
be served by a single business 
paper. Only a group of editors, 
pooling their knowledge, con- 
tacts, understanding of 
point-of-sale, application and 
manufacturing divisions, can 
build such an effective unit as 
is represented by 


INDUSTRIAL PUBLICATIONS, INC. 


59 E. VAN BUREN STREET, CHICAGO 
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No Intention fo 
Smear Advertising, 


FIC Member Says 


New York Advertising 
Club Gets Reassurance 
from Freer 


New York, March 14.—New as- 
surances that the Federal Trade 
Commission has not embarked on 
a campaign to “smear” advertising, 
nor does it seek to remove sales 
appeal from copy, were issued here 
today by FTC Commissioner Robert 
E. Freer before the Advertising 
Club of New York. The pronounce- 
ment highlighted a birthday tribute 
tendered on the occasion of the 
club’s 35th anniversary by the Ad- 
vertising Federation of America. 

Referring to the “hue and cry” 
raised in advertising circles follow- 
ing revelation of the Commission’s 
request for an $89,000 appropria- 
tion to study distribution methods 
and costs, Mr. Freer told his lis- 
teners: 

“There is no purpose or intention 
of singling out advertising any more 
than any other item of the cost of 
distribution and no more emphasis 
will be placed on advertising costs 
in this inquiry than was done in 
other recent inquiries.” The Com- 
mission, he added, has never taken 
any position against advertising as 
such and no such action is contem- 
plated. 

“It is difficult to understand why 
you should think you have anything 
to fear from a fair survey of the 
place of advertising in the distribu- 
tive system,” he remarked. “The 
Federal Trade Commission has con- 
ducted more than a hundred general 
economic inquiries, similar to the 
one recently proposed, into almost 
every phase of business activity in 
the United States. I can recall no 
instance where it has been seri- 
ously charged with muck-raking or 
smearing and I know of nothing 
that should change this picture in 
the future.” 


Copy Is Sole Issue 

The contention that the FTC 
desirous of emasculating advertising 
copy by removing the selling punch 
was dismissed by Mr. Freer with 
the assertion that the Commission 
“has never required abandonment 
of an advertising claim on any other 


is 


vertising business seem to agree 
Mr. Freer observed, on the need for 
honesty in advertising but the only 
point at issue is how to apply basic 
principles to specific cases. He also 
paid tribute to the improvement in 
“ethical responsibility and self re- 
straint” on the part of national 
advertisers. 

In passing, the commissioner re- 
marked, somewhat ruefully, that 
“neither the Commission 
courts have been able to supply 
the copywriter with a simple and 


‘|Larvex Moth Hunt 


| ods now available for home use,’ 

| and “moths will never eat this suit.” 
| Both copy slants were used in split- 
run tests conducted some months 
|ago in the Sunday edition of the 
New York Times. 


Gets Benetit of 
More Promotion 


‘| Acquires “Dance” 
Dance has been acquired from 
Tempo Magazines, Inc., by Dance 
Forum, Inc., New York, a new firm 
headed by Richard Davis. The edi- 
torial content of the magazine will 


nor the | 


New York, March 14. Featuring | 
a two-way copy appeal, Zonite | 
Products Corporation will launch 
next month its largest campaign in 
several years for Larvex moth- 
proofing spray. Seven magazines 
will carry one and_ two-column | 
insertions throughout April, May | 
and June. Half columns were used | 


The Larvex campaign will appear 
in American Home, Better Homes & 
Gardens, Good Housekeeping, Life, 
McCall's, Parents’ and Woman’s 
Home Companion. McCann-FErick- 
son is the agency. 


‘Tilton Starts Drive 


be redesigned to appeal to ballet 
and dance audiences. Paul R. Mil- 
ton continues as editor and Russell 
Tedford as merchandise manager. 
Vincent R. Reilly has resigned as 
advertising manager to join Man- 
|hattan Dial Mfg. Company, New 
York. 


| tion. 


ground than that it is deceptive or | 


misleading in some particular. 

“The Commission may not like an 
advertiser’s copy, or feel it to be 
in bad taste, but it has no authority 
to proceed against him unless his 
copy is deceptive; and in such a case 
it is only the deception which is an 
issue. The Commission is no copy 
censor, and has no desire to be set 
up as one. The only censor that 
advertising need seriously consider 
is public opinion.” 

Both the Commission and the ad- 


magic formula sure to keep him 
from criticism.” 

Norman S. Rose, advertising man- 
ager, Christian Science Monitor, and 
president of the AFA, officiated at 
the meeting in behalf of the Federa- 


last year. 
Test Copy Appeals | 


The two appeals welded together | 
to make the copy story are “amaz- 
ing professional mothproofing meth- 


service men. Spot radio will also} promotion of PM, new New York 
be used. The account is handled|evening tabloid newspaper to be 
| direct. published June 1. 


“PM” Names Compton 


Publications Research, Inc., New 
York, has appointed Compton Ad- 
vertising, Inc., New York, to handle 


Tilton Electric Corporation, New 
York, has released a new spaper 
campaign on its radio parts in co- 

operation with local dealers and 


They buy to read 


For thirty-five years, just as it leads today, The Evening 


Bulletin has led all Philadelphia newspapers in daily 
sales. 
No other newspaper — morning, evening or Sunday 


-In any great metropolis of America, ever approached 
that consecutive circulation leadership. 

With The Philadelphia Evening Bulletin, there is no 
added or artificial subscriber inducement! No subscriber 
contests. No premiums or prizes to subscribers. 

Every copy is a salesman on merit! Every day's issue 
alert, progressive, convincing . holding family-circle 


attention, interest, confidence. 


Impartial reader surveys in the City of Homes prove 


that Philadelphians read ‘o buy in the advertising 
pages of The Evening Bulletin— WORE than in 


—— oe a Philaddghia— (ity of Home 


iasally xgllall “She Cvening | 


ot) 


. AT 


..and read to buy 


all other Philadelphia newspapers combined. 


20,011 out of 34,636 customers, buying in grocery stores and 
food markets, drug stores, a prominent department store 
and other points of sale-— when asked in which one 
newspaper they are most likely to look for advertising, 
named The Philadelphia Evening Bulletin. 


named all the other newspapers combined! 


More than 
Details of 
this and other recent Philadelphia consumer surveys 
sent on request." 
The Evening Bulletin coverage is thorough: 94.9 per 
cent of its sales within Philadelphia’s retail trading zone. 
Its rate is economical: one of the lowest known adver- 
tising costs per reader. 
Talk with your advertising agency about consistent 


use of The Evening Bulletin——with sales power in nearly 


every Philadelphia home. - 


"Surveys by Ross Federal Research Co 
The Evening Bulletin, 


rporation Fo 
City Hall Square, 


r file Opies 
Philade lphia 
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Chicago department stores and specialty 
shops during 1939 spent 52% of their newspaper 4 
appropriations for women-appeal advertising a 
in the Tribune alone! That’s convincing evidence ; 
of the Tribune’s positive influence upon the 
buying habits of Chicago women. 


HAT BETTER test of an advertising medium could 
you ask than its ability to produce duying crowds 
of women for retail merchants? 

Averaging more than a million dollars a day in sales, 
Chicago retailers make newspaper advertising the back- 
bone of their drive for business. And their records show 
that the Tribune is by far the most effective Chicago 
newspaper in selling merchandise to women. 

Year after year, as the Tribune has steadily increased 
its circulation, reaching more and more women in every 
neighborhood and income group, Chicago retailers have 
concentrated a greater proportion of their advertising 
expenditures in the Tribune. 

Last year, Chicago department stores and specialty 
shops placed in the Tribune 52 cents out of every dollar 
appropriated to advertise women-appeal merchandise in 
newspapers! 

They increased the Tribune’s lead over the second 
Chicago newspaper to 128% because results, in dollars 
and cents, have proved to these retailers that women- 
appeal merchandise moves fastest when advertised in 
the Tribune. 

When you use the Chicago Tribune, you reach a 
friendly, interested audience . . . an audience that is 
accustomed to dase its daily buying on the Tribune's 
advertising columns. 

Every day of the week, Tribune circulation in metro- 
politan Chicago is in excess of *800,000. This is the 
equivalent of majority coverage of all the families in 
Chicago and suburbs. It is from 335,000 to 500,000 
more copies than are sold in metropolitan Chicago by 


other newspapers. 
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WOMEN'S 
CLOTHING —65% 


Every day Chicago's larg- 
est constant audience of 
women scans the Tribune 
for “buys” in wearing ap- 
parel. Result: Chicago de- 
partment stores and spe- 
cialty shops allotted to the 
Tribune 65% of their 1939 
budgets for women's wear 
newspaper advertising! 


WOMEN’S SHOES — 
617% 


Because the Tribune is unequaled 
in its ability to get buying action 
from women, Chicago department 
stores and specialty shops spent 
in the Tribune during the twelve 
months of 1939, 61% of their 
budgets for advertising women's 
shoes in Chicago newspapers. 
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LINENS, CHINA, GLASSWARE — 66% 


So convincingly has the Tribune demonstrated its ability to pro- 
duce crowds of buying women that Chicago department stores, 
during 1939, invested in the Tribune 66% of their newspaper 
advertising expenditures for linens, china and glassware. 


INFANTS’ WEAR— 53% 


Chicago department stores know that the 
Tribune reaches Chicago's largest constant 
women audience. Consequently, during 1939, 
these retailers awarded the Tribune 53% 
of the money they expended for infants’ 
wear newspaper advertising. 


TOILET GOODS AND DRUGS 
— 617% 


Because the Tribune is Chicago's leading 
women-appeal medium, Chicago drug stores 
and the drug and toilet goods departments 
of department stores awarded this news- 
paper 61% of their Chicago newspaper 
advertising appropriation in 1939. 


*February average net paid total circulation — 
Daily, over 1,000,000 — Sunday, over 1,200,000 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
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March 18, 1949 


Proof of Results 
from Industrial 
Copy Demonstrated 


Clinic Discusses Returns 
Secured by 21 Adver- 
tisers 


Philadelphia, March 12.—Con- 
crete proof of the effectiveness of 
advertising by industrial companies 
was presented here last week when 
the Eastern Industrial Advertisers 
staged a “proof clinic” at which a 
number of advertising success 
stories were bared. 

E. I. A., the Philadelphia chapter 
of the National Industrial Adver- 
tisers Association, gathered infor- 
mation from 23 companies. Adver- 
tising success was attested to in 
each case by facts and figures pre- 
sented in chart form, with most of 
the displays being augmented by 
brief explanations from speakers 
who had a hand in planning the 
successful campaigns. The meeting 
attracted 170 men and women, with 


| both the New York and New Jersey 


chapters of NIAA being 
sented. 

Among the most interesting case 
studies presented was that of the 
Brown Instrument Company. Its 
successful plan involved concentra- 
ting business paper promotion in a 
few leading publications, using 
spreads instead of pages. When the 
list of papers carrying Brown copy 
was cut from five to four, with the 
remaining four getting the money 
formerly spent in the other publica- 
tion, measurable response from ad- 
vertising increased 100 per cent. 
The list was cut to three and then 
to two papers, with results improv- 
ing each time. 


well repre- 


Increases Direct Returns 

By changing from pages. to 
spreads, response was increased 316 
per cent. Bleed spreads were found 
to be 123 per cent more effective 
than spreads. 

According to J. F. Sullivan, 
Brown advertising manager, the 
eight-year record of a policy of 
concentration in a relatively few 
leading publications instead of 
smaller space in many papers helped 
the company reduce its sales costs, 
increase its volume over 75 per cent 
and move from fourth to first place 
in company recognition. 

Another interesting story was told 
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As part of its intensive spring promotion, Hormel has developed a new series of 
"Relato'*can topper displays for its Spam to encourage related selling. A typical 
possibility, with all the display and price material supplied by Hormel, is shown 


here. 


Batten, Barton, Durstine & Osborn is the agency. 


by Irene Dennery, advertising man- 
ager of Pennsylvania Salt Mfg. 
Company. She described the launch- 
ing of Pensal, a laundry alkali de- 
veloped by her company in 1936. It 
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SORES whith lead 
America in poputarity’polls. On KOA 


these same most popular programs in 
America also assure you of audience 


su periority. 


To make doubly sure, 8,000,000 yearly 


screen impressions in Denver's 12 lead- 
ing movie theaters constantly remind 
160,000 weekly theater fans in Denver 
of KOA’s splendid programs. In addi- 
tion, from time to time KOA trailers 
likewise are run in 97 Fox Intermoun- 
tain Theaters throughout Colorado and 
portions of Wyoming, Kansas, Nebraska, 
New Mexico, and Utah. 


Thus, in addition to all other values, 
you find the West's greatest listening 
audience on this 50,000 watt station. 


NATIONAL BROADCASTING COMPANY 


A Radio Corporation of America Service 


WORLD'S GREATEST BROADCASTING SYSTEM 


DENVER—KOA 


BOSTON-SPRINGFIELD—WBZ G WBZA 
NEW YORK—WEAF G WJZ 
SAN FRANCISCO—KGO G KPO 


SCHENECTADY-—WGY 


CHICAGO—WENR G WMAQ 
PHILADELPHIA—KYW 


CLEVELAND—WTAM 
PITTSBURGH—KDKA 


WASHINGTON, D.C.—WMAL G WRC 


was priced above leading competi- 
tive brands, and five other com- 
panies were strongly entrenched in 
the field. 

Pensal was advertised in lead- 
ing laundry publications in 1937, 
with 7 per cent of sales being spent 
in the drive. The budget was 
boosted in 1938 when it represented 
10 per cent of sales. Advertising 
was increased again in 1939, but 
sales had improved to such an ex- 
|tent that the ratio of advertising 
|expense to sales was reduced to 4.6 
per cent. 

Miss Dennery displayed a chart 
which showed that Pensal was 19th 
in its field in the first year, 1936, 
| but three years later, in a recogni- 
tion study made last December, it 
'ranked third. Business paper copy 
| which made this acceptance possible 
consisted of a series of case his- 
tories of successful use of the prod- 
uct. 

Two of the companies whose suc- 
cess stories were told remained an- 
onymous. The other 19 were John 
A. Roebling’s Sons Company, Phila- 
delphia Quartz Company, Henry 
Disston & Sons, Inc., Scott Paper 
|Company, Portland Cement Associa- 
| tion, E. F. Houghton & Co., Grasselli 
'chemicals department of E. I. du- 
| Pont de Nemours & Co., Yarnall- 
Waring Company, Hercules Powder 
|Company, Star Equipment Com- 
| pany, Leeds & Northrup Company, 
| Electric Storage Battery Company, 
| Oakite Products, Inc., Apex Rotarex 
| Corporation, Republic Steel Cor- 
| poration, W. C. Hamilton & Sons, 


| Tube Company and Black & Decker 
Mfg. Company. 


First Rate Card 
Issued by Basic 
Newspaper Group 


New York, March 14.—Basic 
Newspaper Group, Inc., has issued 
rate card No. 1, providing for dis- 
counts both for frequency and gross 
annual linage. The card is effective 
April 1, 1940. Members of the group 
are the Dallas News, Oklahoma City 


—— 


Oklahoman and Times and San 
Antonio News-Express. 
Frequency discounts from the 


individual rates of these papers are 
based on weekly insertions of from 
56 to 2,000 lines and on cycles of 
12 or more consecutive weeks of 
advertising. Cycles of separate prod- 
ucts of the same manufacturer may 
be combined to earn maximum fre- 
quency discounts. In addition, coin- 
cidental series of advertisements of 
separate products of the same ad- 
vertiser may be combined to estab- 
lish the space bracket for determi- 
nation of the frequency discount. 

The minimum frequency discount 
is 4 per cent for use of 56 lines 
per week for 13 consecutive weeks. 
The maximum discount is 20 per 
cent, based on use of 2,000 lines in 
each newspaper for 52 consecutive 
weeks. 

The group discount for gross an- 
nual linage is in addition to the 
frequency discount, and ranges from 
2.5 per cent for 10,000 lines to 10 
per cent for 100,000 lines. 


“Sympathetic Interest” Shown 


Advertisers and agencies are 
evincing a “sympathetic interest” 
in the plan, Ralph Miller, New York 
manager, reported today. He said 
that several contracts have already 
been closed in addition to the initial 
order from a national advertiser for 
1,000 lines a week for 52 weeks. 

The group has opened an office 
here at 383 Madison avenue. Tele- 
phone number is Plaza 3-6335. 

The national representatives 
handling these papers will not be 
supplanted, he said, since space wil! 
still be sold separately in the papers 
and since the distribution setup of 
many advertisers does not make use 
of the group advisable. 

New space commitments in the 
offing, it was indicated, concern sev- 
eral national advertisers with “fam- 
ily” groups of products. 


General Ice Cream 
to Wrap Its Cones 


A sanitary wrapper for ice cream 
cones will be featured in the 1940 
campaign of General Ice Cream 
Corporation, Schenectady, N. Y. 

The company believes that this 


Lincoln Electric Company, Superior | j, the first time a protective cover- 


| ing has been used on ice cream 
' cones. 
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M x ling the a that a ing —, ny gf hehewer eg nig omer — — — ree ger arse its role in Order Made Basis 
is the sole source of such talent.| is to broadcasting, it was declare 1e merchandising picture. ° 
New usiC ources Such stimulation is essential if buy- The financial setup of Broadcast pe of Insulite Copy 
ers of radio time are to receive the| Music, Inc., is based on the 1937 _ A quarter million dollar order for 
H fullest return on their advertising | payments of broadcasters to ASCAP. Gressman Advances 7,000,000 square feet of its wood 
erme | a 0 investment, they asserted. The stations will not be assessed George W. Gressman, national fibre ache gle —— a 
At the same time they explained | more than 50 per cent of the total advertising and promotion manager from British distributors Is being 
: 7 os } af ; tnt cane (of the Daily Gazette. Janesville, | Made the basis of Insulite’s adver- 
- ° | that complete rupture with ASCAP | of $3,000,000 paid during that year Wi h gett: eo me - tising program, which is being 
ince 27 ASCAPpP . > “Or S., as ec r e é , Ss “4 . i > , . & 
Ra 10 vertisers as a source of supply was not the Since 1937 ASCAP income from director, following the resignation |scheduled for business papers and 
najor objective of Broadcast Music, radio has. increased appreciably, of Charles A. Mosher, advertising |S0me consumer magazines of the 
rng but instead a determination to| having reached $4,250,000 during manager, who has purchased the | home type. The copy theme will be 
Broadcast Music Sees buy music on the basis of “competi- | 1939. This figure, incidentally, ac- News-Tribune, Oberlin, O., semi- that “fifty million Englishmen can’t 
| tive conditions and not monopoly! counts for about two-thirds of) weekly newspaper. be wrong. 
Direct ASCAP Levy on) ASCAP’s total income from all . G. F. Hoppe is advertising man- 
prices.’ ASCAE s ‘ ‘ ene : seer loan 
sources ager of Insulite and Erwin, Wasey 
° sources. Marsc Abe! : agttendtays 
Time Buyers Based on 1937 Payments Although thus far advertisers and bi none _— & hie Cc a SE ey 
‘, madanetawe | 1 “iec have _ - , * istille iquors mpor om- 
i le a = .,.,;| The dependency of broadcasters | agencies have not been offic ially in Baten a a — . ‘ 
New bape mee hon soy ; a | and advertisers on ASCAP catalogs volved in the ASCAP controversy, ca = ll — “Design” Has New Format 
stake of national advertisers in the - eaves ; arg Pier ae De ede a Marsch: att, New : 
sutomnli conflict between the! “@* likened to a situation in which | it was indicated today that Broad- direct advertising for Hildick’s apple Interior Design and Decoration, 
io 1 + and tt Americ; |advertisers would be compelled to} cast Music, Inc. will soon make a brandy, William Penn whisky and | New York, has adopted a new and 
110 ay ; tan _ a ne ome aang | Oe all copy and artwork from aj/direct appeal to buyers of radio jts line of imported Scotch whis- larger format, the standard size, 
Society 6f Campenns, Awmars ane |single source. Copy and artwork time in an effort to merchandise the | kies, cognacs and wines beginning with the March issue 


Publishers was emphasized here to- 
day to ADVERTISING AGE by officials | 
of Broadcast Music, Inc., the newly | 
organized instrumentality by which 
radio stations hope to break what 


“ter a years 


they charge is ASCAP’s “monopo- | 
listic’’ grip on music. | 

The discussion of conditions a 
which the broadcasters face and xa sees enly publication aevoted exelasively — - 


their plans for the future followed | 
appointment of Merritt E. Tompkins | 
as general manager of Broadcast 


te pasty shes and Fie ete tae nbrihirte 4 Ye: 


Music, Inc., thus completing the ex- 
ecutive setup of the new musical | 
source of supply. Mr. Tompkins | 


has been president of Associated 
Music Publishers and vice-president 


of G. Schirmer, Inc. —_ imine, | Oper- 
With operations scheduled for of . : 

April 1, Broadcast Music, Inc., to- - atien. Labor: ‘and Distribution policies 

day reported $1,175,000 already paid a , ' 


stock 
‘nse fees by 


subscriptions and 
273 radio stations. 
hundred and two additional 
have signed commitments 
but have not yet put down their 
cash. It is expected that $1,500,000 
will be in the till by April 1. Virtu- 
ally all of the nation’s important 
stations are now in the fold. 

Officials of the new organization | 
pointed out that the only intima- | 
tions which ASCAP has thus far 
given regarding the terms of the 
new contract that will be offered 
radio stations to supplant the agree- 
ment terminating Dec. 31, contain 
two factors of import to adver- 
tisers: 

1. ASCAP will request a larger 
share of the five per cent of gross | 
station income now collected. 

2. Payments in the future will | 
be collected from the source of sta- | 
tion income, i.e., from advertisers. 

It is expected that the full terms 
of the new ASCAP contract will be | 
revealed to broadcasters about a 
month in advance of the National 
| Association of Broadcasters conven- 


in for 
hie 
One 


stations 


| tion, scheduled for San Francisco | 
Aug. 5. 

- The current controversy goes far | 

. beyond the problem of increased | 

} levies on broadcasters and the pos- | 


sible re-adjustment of rates to ab-| 
overhead that would 


- sorb any new 
be required under a new ASCAP 
contract, Broadcast Music spokes- | 


men asserted 
“shrinkage” 


They pointed to a 
in the ASCAP source | 


of supply, and the necessity for 
stimulating radio listenership' by 
tapping latent musical talent 


throughout the country and dispel- 


Here is the record of steady circulation growth. Since the change in 


format there has been a tidal wave of new readers. Today advertisers 


in THE UNITED STATES NEWS are receiving a bonus in excess of 24,000. 


For 7 years the same news content, the same subjects, the same accurate 


campare™ — 


eric forecasting of important trends—the same conservative method of securing 
‘“ seme ies The pape! s 
ai ssi tan 6 ~e subscribers by mail—nothing new except a 1940 streamlined suit of clothes. 
California pee . | 
nge B etl : 
Washingt” Granee New 


GRANGE FARM GROUP 


MILLS BUILDING © SAN FRANCISCO Ff 

Representatives 
|. Wm. Mastic, New York + FEM. Cole, Chicago fil 
ie Duncan A. Scott. Pacific Coast 


ASTEST MAGAZINE ON NATIONAL AFFAIRS 
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March 18, 1949 


Byivecics’ first family in the Ladies’ Home Journal’s new 
‘“‘How America Lives’’ series—Mr. and Mrs. Aulden Griffin 
and children, Jacquie and Bennie, of Cedar Rapids, lowa— 


took America by surprise and by popular acclaim. 


This striking editorial development was introduced on 
page 47 of the February Journal. It was not advertised on 


the front cover or featured in the table of contents... 


Yet 


Within a few days Journal circulation—aJ/ready the 
largest paid magazine circulation in the world— 


was jumping again. 


“Hooray for you—give us more about Mr. Lincoln’s 


9 46 


common people—like you and me!”’ “I would like to duplicate 


%? 


every item of Mrs. Griffin’s ensemble from hat to shoes... . 


“I think it’s grand and am looking forward to meeting 


the rest of America in the Journal.’’ “I stayed up with the 
Griffin family until two o’clock.” ‘“Where can I buy the 


dress? ...’” ““Everybody’s talking about the Griffins.”’ 


Neighbor buzzed to neighbor. Newspapers published 


editorials. Newsdealers began calling for more copies. 


For here was the life story of an American family so 
real, so interesting, and so absorbing that women were in- 


spired to write letters, to order dresses, to tell their friends. 


Journal Circulation Jumped 185,000 — 
150,000 at Newsstands 


Mind you, the Griffins started on page 47 of the February 
Journal. Yet, as so often happens to Journal-published ma- 
terial, the world straightway beat a pathway to this new 


development. Here it is, for the figure-minded: 


Total Newsstand 

Circulation Circulation 

January, 1940 . 3,390,000 1,010,000 

February, 1940 . . 3,575,000 1,160.000 
Increase February 

over January . 185,000 150,000 


(All figures are estimates.) 


It seems that in the Griffins’ story, American women were 
finding something special—something more helpful than ever 
before—the LIVING ANSWERS to the every-day problems that 


confront them all. 
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THE CRIKET AS COME OUT! 


What’s a LIVING ANSWER? 


When you rearrange Mrs. Griffin’s kitchen so that she can 
have the extra cupboards she wants and still make room for 
the new refrigerator lack of space had prevented her buying 
—that’s a LIVING ANSWER. 


When you encounter a young matron—Mrs. Chase in 
the March Journal—who is going to have a baby, and you 
design her youthful-looking maternity clothes in keeping 
with her years and life and budget—that’s a LIVING ANSWER. 


You Can’t Sleep in a Blue-print 


In the real homes of real families, living on specific incomes 
in many parts of America, Journal editors are finding the 
real needs, wishes, problems of people and solving them 
on the spot. Then publishing the answers in words and 


pictures for millions of other families to share. 


For other women are having babies, want more cupboard 
space, new refrigerators, curtains, porches. And such things 
commonly do not occur in editorial offices. Apple pie tastes 
better hot from your own oven than out of a test kitchen. You 


can’t sleep in a blue-print—you have to make a house from it. 


Things Can Happen to Your Product Too 


That is why ‘‘How America Lives”’ is being called ‘‘the great- 
est development of the time in editing for women.’’ Why 
Journal editors are out of their offices—in people’s homes 
turning their editorial experience and ability into living. And 
why the greatest magazine buying audience of all time— 


3,575,000 women—follows the Journal. 


Things happen when the GRIFFINS come out—and when 
each succeeding family in the series appears—because the 
Journal is adding to editing the third dimension that is life. 
Things will happen to your product when it is advertised in 


the Journal. 
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Eliminating Trade Barriers 


With the beginning of hearings , compensation to a state or political 
before the Temporary National Eco- | subdivision for use of its facilities 
nomic Committee on the subject of | by “foreign” interests, or 
interstate trade barriers, and the 
apparently growing judicial revolt 
in New York against the rigid im- 
portation 
cigarette tax, the subject of 
barriers again 
horizon. 

It must be obvious to the veriest 
tvro that trade barriers of any sort | 
act as a hindrance to that free flow | openly to “keep business at home,” 
of commerce between the states|or to “help the local merchant.” 
which the writers of the Constitu- | They differ only in the fact that 
tion so eagerly desired, but which|they carry the authority of law 
has probably never been altogether | from the “Buy Wisconsin” or “Trade | 
free. There have always been bar-| Independent” campaigns of which | 
riers of one kind or another ham-| there has been a plethora in recent 
pering or restricting trade between | years. 
the multitudinous political divisions! Trade barriers between the states 
of the United States, and there|are a threat and a nuisance. They | 
probably always will be. | should be vigorously opposed by any 

The present situation presents | whose business horizon extends 
unusual and more serious aspects | beyond a square block. But, even 
because the type of commerce-stop- | more important than vigorous op- 
ping barrier which has developed in intelligent 
recent years has almost invariably|No one can afford to 
been frankly designed to give the | barriers 
manufacturers, retailers, truckers or | advantage for himself, and then op- 
other groups in a particular state | pose, with any show of sincerity or 
tangible and definite advantage over|of logic, exactly similar 
competitors in some other political} which place him at a disadvantage 
domain. This is in sharp contrast} There has been too much grouching 
to the type of state and local legis- 
lation of a few years ago, when such| up, while at the same time having 
laws were avowedly passed for the | figurative traffic tickets fixed by the 
sole purpose of securing reasonable! local precinct captain 


Practical Professorial Probe 


In the March 11 issue of Apver-| plished overnight. 
IISING AGE appeared another warn- 
ing anent the trend toward a sta- 
tionary or possibly declining U. S 
population from the pen of Prof 
William F. Ogburn of the University 
of Chicago, who will be remembered 
as the head of the commission ap- Here is a brief picture of a pos- 
pointed by President Hoover to|sible “new” economy—an economy | 
study social trends |of abundance, in which, instead of | 

A lessened rate of population 


were de- 
signed to prevent road hazards o1 
other dangers to the public health 
and well-being. 

provisions of the city With the resurgence of compara- 
trade | tively small, but extremely articu- 
looms large on the} late 


pressure groups, the original 


| purpose of state trade barriers has 


| been discarded, and now such bar- 
riers are designed frankly and 


position is opposition 


favor trade 
which promise a_ definite 


barriers 


about the need for cleaning things 


It can be done 
most quickly and most effectively 
by utilizing more and better inven- 
tions. Inventions have always 
helped to natural wealth 
into consuming power of the entire 
population.” 


convert 


, constantly seeking to sell the same | 
growth, pointing to a_ stationary| product to new people, business | 
population within a few decades|more and more would seek to sell | 
and the possibility of actual declines lnew or improved products to the | 
thereafter, unless present trends sime people. By and large, Ameri- | 
are reversed, poses a problem for|can business has prospered for dec- 
business and industry which can be | ades physical market, | 
solved in any one of three ways, |in terms of actual numbers, has con- | 
Prof. Ogburn maintains. Immigra-| stantly Now, Prof. Og- 
tion restrictions might be removed,| burn points to the interesting pos- 
a higher domestic birth rate might | sibilities inherent in forgetting 
be encouraged, or the purchasing increasing the number of 
power of the existing population | people, and instead turning to the 
might be increased. development of an increased num- 

The first two solutions | ber of within existing 
present innumerable obstacles, the | population figures customers 

believes “The best whose economic status is constantly 
he maintains, “is to try to| rising, with the result that they be- 
increase the purchasing power of | come effective prospects for a wider 
the country at large. This is a long- wide: 
range program, not to be 


| 
because its 


increased 


ibout 


possible customers 
professor 
course,” 
and eve! range of goods and 


accom- ervices 


| one’s 


|type of baking powder. 


ONE MORE PROBLEM FOR RETAILERS 


=e 


—This Week 


‘| can't remember whether we give a set of dishes with breakfast food, or break- 
fast food with a set of dishes!" 


Ad-libbi 


ng 


Danger! Ads Ahead 

To those who have and probably 
will continue to read of daring ex- 
ploits on the battlefields of Europe, 


| scored 
| the woman in question “smelled the 


it may come as a surprise that life | 


is getting darned dangerous here in|~” : 
| with Clorox copy revealing that the 


the United States. For women, 
that is. A casual glance at the ad- 
vertising pages of almost any wom- 
en’s magazine reveals more pitfalls 
for the fair sex than for a Mortimer 
Snerd on Broadway. 

Take this Listerine ad, appar- 
ently one of a series that continues 
to expound the same theme. This 
headed: “Then why have I 
never married?” It pictures two 
women talking above the sign of 
the zodiac. We'll explain the zodiac 
in just a minute. 


The copywriter describes her 
as “one of those stunning Aqua- 
rius types tall, regal, red- 
haired . . . about thirty; of obvious 
means, and with a_ hand _ that 
showed personality, health, brilli- 


ance of mind, daring and romance 
Fortune’s child if I ever saw one. 
“Yet here she was confessing un- 


| presumably 


poked fun at her cake. A Cashmere 
Bouquet soap ad reports a victory 
against body odor because 


soap” before she bought it. An- 
other household peril comes to light 


innocuous 
harbors “millions of germs.” 
Lifebuoy copy shows a mother 
letting off steam at the kids and 
thus acquiring “Nervous B. O.” 
The implied suggestion is that if 


|}you use Lifebuoy you can raise all 


| 


ashamedly that she'd had little luck | 


with men and almost tearfully de- 
manding to know why. Should I 
tell her... dare I tell her ... that 
the answer lay not in her hand 
but in something else that most 
people do not even mention, let 
alone discuss.” 

It’s probably obvious by now that 
the finfortunate girl had halitosis 
and that further copy reveals that 
she was told and did get her man. 
The woman (copywriter) who does 
the telling is apparently an expert 
in palmistry and, judging by the 
photograph, not bad to look at 
either. Probably not 
though. 

Several points are confusing In 
this copy. Personally, if we had 
met this Aquarius lady (some years 
ago, that is) we would have fallen 
like a ton of bricks “Tall, regal, 
red haired What the hell more 
anyone want’? Furthermore, 
she was “of obvious means,” had 
“health, brilliance of mind, daring 
and romance.” It sounds darned 
good and when you remember that 
she was the Aquarius (water 
bearer) type, we feel that a lot of 


does 


men overlooked a bet We would 
have married the girl and used 
some of the “obvious means” to kill 


the unforgivable sin later with Lis- 
terine 
In spite of all this, the copy wil! 
probably be a 
Not far from it in this 
magazine was a very pretty picture 


whale of a success 

particula) 
watching her lover 
going down the front 
to return This girl had forgotten 
to use Mun A little further on 
Royal Baking Powder tells the 
story of the ghastly experience be- 
falling a girl who used the wrong 
Everybody 


ol a woman 


walk never 


the ned you want with the kids and 
still not offend with the other and 
more serious affliction. 

And finally, one learns of “Gap- 
”" and that this unforgivable 
fault can be cured with Talon fast- 
eners. All in all, it’s a pretty darned 
dangerous world. 

The strangest thing of all, per- 
haps, is that while these dread dan- 
gers loom so ominously and fre- 
quently in the advertising columns 
of the magazines, they are appar- 
ently never faced by the fictional 
heroines of stories appearing in the 
publications. The Aquarius 
type would seem to suggest innum- 


osis 


same 


lerable plots. 


Staley Tells Its Story 

An increasing percentage of com- 
pany reports have attempted to 
perform both an employe and pub- 
lic relations job for the organiza- 


ition, as well as to tell stockholders 


Aquarius, | 


how they fare. While many of 
them have been excellent, it has 
seemed that some have occasionally 
talked down too much to employes 
with charts showing “what we 
have,” “what you got,” and “where 
it went” in a manner that might 
be taken to indicate that most of 
the employes had gone 
farther 


never 
than third grade. 
Thus the issued by A. E 
Staley Mtg Decatur, 
Ill., deserves a good round of ap- 
plause. It is extremely well 
pared, tells its financial 
simply but comprehensively and 
then devotes considerable attention 


report 
Company of 


pre- 
story 


to the company’s history. Manu- 
| facturing, marketing and research 
are elaborately treated with both 


text and pictures. And last but not 


least is a section devoted to em- 


| ployes, their service records and 
age groups 


Jottings... 

There's 
n Philadelphia which made us feel 
badly last week when it sent in a 
rather repulsive picture of a 
speaking into the mike 
hind a curtain. This was 
publicity for a morning show to 
end all morning “cheerful hours.” 
Quite prominent in the photograph 
was the wrist watch worn by the 
gentleman in the shower, indicating 
that the time was either 3:30 p. m. 


or a 


an unnamed radio station 


man 
from be- 
she wel 


dishcloth | 
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Information 
for 
Advertisers 


| The following documents may be 
| secured without charge from com- 

panies sponsoring them, or through 
| ADVERTISING AGE, by any nationa) 
_advertiser or advertising agency 
|executive writing on his business 
| letterhead. 


No. 1604. Inks for Special Py r- 
poses. 

In celebration of its centenni 
Geo. H. Morrill Company, divis 
of General Printing Ink Corpor.- 
tion, has prepared a new brochi 
for the graphic arts, which trac 
the development of printing i: 
during the past century and off, 
production men special informat 
on inks for gloss color effects; offse: 
silver printing: reproduction 
corrugated and fibre board; cart 
inks and cotton bag and burlap in 


| No. 1605. A Dead Whale or a Sto 
Boat. 
| The title was the challenge 


| whalemen of the early days a: 
| seems to have been the inspiration 
of New Bedfordites in the busin: 
history of this Massachusetts cit 
ever since the decline of whaling 
This booklet, issued by The Sta 
dard-Times and Mercury, tells th: 
business story of the market, wit! 
figures on industries, payrolls 
retail sales, and discusses cover 
of the area by these papers. 


No. 1606. Textile Machinery as 
Sales Guide. 

The Davison Publishing Company 
has issued this material which in- 
cludes tabulations showing the nun 
ber of cards, spindles and looms 
each state, with the total for th: 
entire country. These tables als 
show types of machinery used in 
both cotton and woolen mills in the 
past ten years. Another table giv: 
the number of textile mills and 
| allied concerns. 


No. 1607. Sixty Seconds to Live 

A minute is as big as you make it 
General Screen Advertising says it 
this attractive brochure, and ther 
shows, in text and photograph 
what several well-known advertis- 
ers have made of their big minut 
by the use of Minute Movies. 


No. 1602. Measurements 
Backyard-Stick. 

During the week of October 15, 
1939, WEEI, Boston, applied the 
yardstick to all schedules of Bos- 
ton’s three major network stations 
from sign-on to midnight. An an- 
alysis of the findings, showing sta- 
tion preferences of 59 local adver- 
tisers, is reported in this booklet 
issued by WEEI. 


from a 


No. 1603. Good Grooming. 
Woman’s Home Companion has 
issued Reader-Editor Report No. 31, 
in which the magazine’s reader- 
adviser group answers numerous 
questions on the subjects of neat- 
ness and good grooming. Answers 
concerning bathing habits, care 
the face, manicuring, shampooing 
and other feminine niceties ar 
tabulated, with details of freque! 
of product’s use, as well as 
why’s and why-not’s. 
No. 1600. How to Get the Most 
of Your Advertising Dollar. 


The National Research Bureau 
has issued this study which 
vides factual data on newspapers 
and their use, and discusses, unce' 
various headings, such subject 
the five emotional instincts and © 
actions to the use of various 4P- 
peals, copy, layout, use and resu'' 
of color, and helps on direct 


No. 1596. WCOA Market Da’ 
Facts about Pensacola 
WCOA’s coverage are offered 
booklet issued by John H. Per: 
Associates. Listener surveys ®! 
breakdown of mail response are "° 
corded, with information on "@** 
and merchandising cooperatio! 
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PRESCRIPTIO 


. 


Two and a half million top-notch rural fam- 
ilies are brought together for you by the 
editorial power of a single magazine — Farm 


Wife. 


Journal and Farmer’s 


The retail grocer rubs his hands as they 
come in the door, for they buy generously in 
a tradition of good eating. The druggist wel- 
comes them as people who request “the large 
size, please”. The automotive dealer remem- 
bers that they own over 4,420,000 cars, 
trucks and tractors, and are his largest single 
market. Most of your wholesalers—and most 
of their retailers, the ones in villages, towns, 


and larger rural centers — know that Farm 


Journal readers head up America’s rural buy- 


ing, and account for a large and profitable 
portion of their sales volume. 

These 2,500,000 preferred families turn 
each month to the current, newsy pages of 
Farm Journal and Farmer’s Wife where you 
can reach them for about ‘4 of a cent per 


page per famil y- 


FARM 
J OURN AL : 


Graham Patterson, Publisher 
Washington Square, Phila. 


THE LARGEST RURAL MAGAZINE IN HISTORY 
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Issues Guide for 
Dentifrice Copy 


New York, March 12. An an- 
alysis of dentifrice advertising and 
the viewpoint of the Federal Trade 
Commission has been issued by the 
National Better Business Bureau 
and will shortly be published as 
part of a supplement to “A Guide 
to National Advertising.” The Bu- 
reau draws eight main conclusions: 

1. Most nationally advertised 
dentifrices are safe and disparaging 
campaigns asserting otherwise are 
unjustified. Glycerine in_ tooth- 
pastes is not injurious. However, 
tooth whiteners containing powerful 
acids are dangerous. 

2. There is no known dentifrice 
that can be depended upon to pre- 
vent tooth decay. 

3. Dentifrices are an aid in keep- 
ing teeth clean but cannot be de- 
pended upon to whiten or change 
natural shades of the teeth or re- 
move all discolorations. 

4. Tooth powders are not su- 
perior to pastes as cleansing agents 
and the dental profession does not 
favor the use of one over the other. 


Keeping Gums Healthy 


5. Massage of the gums is of 
value in oral hygiene but is not a 
proper treatment for gum disease 
and does not assure healthy gums. 

6. The antiseptic and antacid ef- 
fects of known dentifrices are 
merely temporary and cannot be de- 
pended upon to prevent tooth decay 

7. Dentifrices are not effective 
in overcoming all cases of bad 
breath and deodorant claims should 
be carefully qualified. 

8. No dentifrice should be 
offered as a treatment for diseased 
conditions of the oral cavity. 


Views of Commission 


Unfortunately for dentifrice man- 
ufacturers and the men who write 
their copy, the bureau said, no 
product can be truthfully advertised 
as making teeth “white,” “clear” or 
“sparkling.” This is because many 
normal teeth, even when clean, vary 
in shades of color and translucency, 
ranging from brilliant to dull, and 
those shades cannot be altered or 
changed by the use of any safe 
dentifrice. The Federal Trade Com- 
mission has ordered several adver- 
tisers to desist from making sweep- 
ing statements for these reasons 

The FTC also issued a cease order 
against a manufacturer of tooth 
powder who asserted that dentists 
use powder in cleaning teeth and 
recommend powder in preference to 
pastes, the bureau 


ject was as follows: 

“Dentists differ in their prefer- 
ences for tooth powders or tooth 
pastes for the brushing, polishing 
or cleansing of the teeth and there 
is no consensus of opinion favoring 
the use of powders instead of 
pastes.” 

Another marketer of tooth powder 
was forced to admit in a stipulation 
with the FTC that the use of 
powder is not new, but in fact was 
general before the development of 
paste. 


Add Newspapers to 
Yardley Schedule 


Newspapers in 31 cities have been 
added to the 1940 advertising pro- 
gram for Yardley & Company, Ltd., 
now running in magazines 

Plans call for 60-inch and 24-inch 
black and white insertions. The 60- 
inch insertions will be used for spe- 
cial promotions at Easter, Mother's 
Day, Father’s Day, etc., and 24-inch 
insertions will be used for the reg- 
ular schedule. N. W. Ayer & Son, 
Inc., handles the account. 


WFIL Has Contest 

Station WFIL, Philadelphia, co- 
operated with the nation-wide pro- 
motion contest for the radio pro- 
gram, “Information Please,” by 
offering Philadelphia Canada Dry 
branches five table model radios as 
prizes for the best window displays 
of Canada Dry products during the 
first two weeks of March. 


recalled. The | 
Commission’s manifesto on this sub- | 


'Beverwyck Plans Largest 


Drive for Ale and Beer 
Beverwyck Breweries, Inc., Al- 
bany, will use more than 100 news- 
papers in the largest campaign in its 
history, to begin March 27. Also 
on the schedule are outdoor posters 
ind displays. 
| The entire campaign will be based 
|}upon the theme “Beverwyck’s the 
| Beer,” and the 62-year-old slogan 
of the brewery, “Beverwyck Best 
Beer Brewed,” will be used in all 
copy. Peck Advertising Agency, 
New York, directs the account. 


W. L. Roberts Moves 


W. L. Roberts, formerly in the 
advertising department of the Fox- 
boro Company, Foxboro, Mass., has 
joined Harrington-Russell Festivals, 
Asheville, N. C., as sales manager. 


Super Markets 
Beat New York 
Loss Leader Bill 


N. Y., March 14.— 
organizations comprising 


Syracuse, 
| Though 


| or loss leader bill recommended by 
ference Committee, super markets 
|remain outside the fold. This fact 
| was brought home to the trade in 
|convincing fashion when five local 
super markets used newspaper ad- 
| vertising so effectively that such a 
| bill was withdrawn from the state 
| legislature in Albany. 

The super markets, banded to- 


| the National Food and Grocery Con- 


= a 
——$ 


| gether as the Independent Super|in their advertising, handled }p, 
|Markets of Syracuse, used specific | Flack Advertising Agency, that the 
figures in their copy to show how| loss leader act was sponsored by 


|nationally advertised brands of foods retailers desirous of exploiting their 


would be affected by the proposed | private brands. At the request of 


| bill. 
ample, now sold at 10 cents, would 


cost 11 under the loss leader act, it | 
most types of retail grocery stores| was asserted. Spry, sold in three-| 
/have endorsed the unfair sales act,| pound cans for 49 cents, would jump | 


to 53 cents, it was said. 

After four weeks of this barrage, 
| the New York State Food Merchants 
Association intervened with copy 
advocating passage of the bill, but 
| the super markets’ slogan of “Keep 
| Prices Down” had won too many 
|friends, and the independent re- 
'tailers shortly dropped out of the 
| fight. 


| The super markets also charged | 


NBC Shredded Wheat, for ex- | 


the Syracuse Chamber of Com. 
merce, Representative Parsons with. 
drew his bill from the legislature 


Salutes Rival 


Stix, Baer & Fuller, St. Louis 
department store, took space in the 
St. Louis Globe-Democrat to ; 
tribute to Vandervoort’s, another 
St. Louis department store, when 
the latter recently celebrated its 
90th birthday. 


Named Copy Chief 


James C. Anthony has beer 
named copy chief of Keeling & Co. 
Inc., Indianapolis. 


"MANAGE 


ive body of those who manage any enterprise 


ment” includes not only those who manage the whole 
enterprise. It includes also those who manage in- 


dividual parts thereof —production, sales, advertising, 


or interest.” 


But that’s not all the truth. In Business “manage- 


purchasing, finance. 


The men in charge of these activities, regardless of 


titles. are the men the advertiser must reach when he 


says the dictionary is “the 


« HALE-TRUTH 


has a message to tell to the “management” of Bust- 


ness. And this is no hair-splitting, as FORTUNE’s 


Marketing Service Department discovered when it 


set out to find the meaning of “management” im terms 
of jobs and responsibilities. 
They wrote to 1500 FORTUNE subscribers whos« 


business titles are President or Vice President or 


Secretary-Treasurer—titles as nebulous in thet 


functional meanings as the word “management” itself. 


They included men in all types of business, from a 
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he said, was already suffering|and the formation of the Traffic 


rT p bli M | yesterday by Herbert E. Fisk, gen- 
Tell U iC ore, eral manager of the Outdoor Ad- 


Fisk Advises 
New York Adclub 


Outdoor Volume Back 
to $36,500,000, Associ- 
ation Head Says 


New York, March 13.—Business 
is “the modern whipping boy” and 
advertising “is getting the business 
end of the stick,” the Advertising 
Club of New York was told here 


vertising Association of America, 
lat one of a series of special lunch- 
j}eons in celebration of the club’s 
| 35th anniversary. 
Mr. Fisk declared that attacks 
;on advertising constitute “a direct 
|thrust on our basic liberties,” and 
that the public attitude toward 
business must be changed by tell- 
ing to a larger audience the same 
story of the importance of business 
to general prosperity that is chron- 
icled in business journals. 
Following his opening remarks 
on the importance of the prevalent 
| attacks on business, Mr. Fisk traced 
| the development of the outdoor ad- 
vertising field, mentioning impor- 
| tant milestones of progress. OAA, 


“growing pains’ when the Adver- 
tising Club was founded in 1905. | 


In the next 20 years, a solid organ- 
ization had been established and 
annual sales volume had grown to 
$40,000,000. 


Makes Come-Back 


During the 1925-30 period, annual 
volume climbed to the $50,000,000 
mark and the industry investment 
amounted to $125,000,000. The 
business was hard-hit during the 
next five-year period when the de- 
pression but 


came, progress was 
made through such moves as the 
establishment of Outdoor Adver- 


tising, Inc., the granting of agency 
commissions, the establishment of 
a fellowship at Harvard University 


| Audit Bureau. 

Volume has now risen from the 
| depression level to $36,500,000, he 
|said, and the new plans announced 
earlier this year to make the medi- 
um more flexible point to greater 
improvement in the future. W. Rex 
Bell, president of the association, 
introduced Mr. Fisk and _ paid 
tribute to the Advertising Club as 
“the parent of organization In 
advertising.” 


| Opens Houston Office 


Ruthrauff & Ryan has opened an 
| office in Houston at 712 Main street 
W. Van A. Coombs has resigned 
from the sales promotion staff of 
Station WOAT, San Antonio, to man- 
age the new branch. 


small button company to the world’s biggest bank. 
These FORTUNE readers were asked to check the 


functions for which they are responsible in thei 


companies, as well as those in 


important say. 


10% replied—a total of 595 FORTUNE subscribers. 


595 MEN—2518 JOBS e@ Detaled 


this study are available.* But 


spot is that these 595 management-men perform a 


total of 2518 functions—an average of 4.2 per man. 


And here they are— 


Function 
Financial 
Sales 
Merchandising 
Production 
Purchasing 

Public Relations 
Advertising 

Legal 

Research & Design 
Engineering 
Construct 


dnsportation & Shipping 87 


interest 


which they have an 


management-men 


(8) FORTUNE is designed, edited, and priced to 
the of Business — the 


men who manage the parts as well as the whole. 


(2) Evidence of its success in so interesting them 


is to be found, among other places, in the break- 


down of FORTUNE’s circulation (available on 


reports on 


the significant high 


15.21% are in sales and advertising. 


Number Engaged in 
Each Function 


Thus, when the market of management-men 


and 


request) —its coverage both of company officers, 
directors, partners, owners, or general managers. 
and of department heads and other executives 


performing managerial functions. (For example, 


the 


circulation of FORTUNE are presented side by side. 


ae it is seen that both are the same thing. 

LP 4 

241 So FORTUNE does commend to advertisers anothe: 
240 of the dictionary’s definitions of management 
233 “judicious use of means to accomplish an end.” And 
225 adds that now, more than ever before, is FORTUNE 
at? the precise medium for carrying the messages of 
172 


Total 


These are the functions of Business itself. Obviously, 


all the men who are responsible for the management 


of these Business activities do not bear the titles 


of President, Vice President, or 


Some are called Advertising Managers, Production 
Managers, Purchasing Agents, Sales Managers, Engi- 


neers, and a score of other titles. The point is that 


a management-man is identified 


hy his function. 


“MEANS TO ACCOMPLISH AN END” e 


Chere would, of course, be little 


expending valuable advertising space to present this 


discovery without appending a 


simply this— 


“commercial.” It is 


Secretary - Treasurer. 


not by his title but 


point in FORTUNE’s 


Building, Rockefeller Center. 


“management advertising to management.” 


® Write for “The Functions and Buying Influence 
of Management Executives” 


to the Marketing 


Service Department, FORTUNE, Time and Life 
York City 


Veu 


Tax on ‘Smugaled’ 
Cigarettes Rapped 
by Gotham Judge 


Trade Barrier Act Given 
Second Setback in 
Single Week 


New York, March 12.—-The con- 
tention of city tax authorities that 
commuters who purchase tax-free 
cigarettes in New Jersey for per- 
sonal use or for use of their friends 
jare classifiable under the law as 
“dealers” and hence subject to pen- 
alty for smuggling was upset by a 
city magistrate here on Friday. 
| Following less than a week after 
;another alleged “smuggler” had 
been released by another magis- 
| trate, the decision dealt a severe 
blow to enforcement attempts by 
the city. In similar circumstances, 
numerous other defendants have 
been fined up to $50. 

The case involved a clerk in a 
Manhattan brokerage house who 
was arrested for bringing in a quan- 
tity of smokes as a convenience for 
his friends who were unwilling to 
pay the three cents extra per pack- 
age charged here as the result of 
special state and city taxes. 


Hits City Law 


Magistrate C. G. Keutgen ruled 
that the law cannot prevent com- 
muters from buying all the cigar- 
ettes they want to in Jersey, 
whether for personal use or for 
friends to whom the cigarettes are 
transferred without profit to the 
purchaser. 

Joseph M. Aimee, chief of the city 
cigarette tax division, declared in 
| court recently that the law defines 
a “dealer” as anyone who brings in 
unstamped cigarettes, unless he is 
a wholesaler, in which they 


case 
ja be stamped before sale. 

| City officials indicated, following 
| the dismissal of the defendant by 
Magistrate Keutgen, that the ruling 
| would not be carried to a higher 
court since several appeals are 
| already pending. One, being brought 
by ADVERTISING AGE, involves Ken- 
| neth C. Crain, member of this 
| paper’s New York staff, whose case 
| has been postponed repeatedly since 
last fall 


Westinghouse Announces 
New Refrigeration Idea 


A separate compartment for re- 
| frigerators, called the Humichest, 
designed to keep high-moisture con- 
tent foods fresher by providing 
controlled humidity as well a: 
proper temperatures, is announced 


iby the merchandising division of 
Westinghouse Electric and Mfg 
Company, Mansfield, O. The com- 
partment has a transparent glass 
door and provision is made for 
draining excess moisture 

The compartment can be re- 


moved. For the Westinghouse eight- 
foot refrigerator the compartment 
has a wire fruit basket and lift-out 
section in the center shelf The 
Humichest in both six and eight- 
foot model refrigerators has a “dew 
drawer” for small fruits and vege- 
tables, having a capacity of 10% 
quarts 


Pratt Holds Art Exhibit 


The art school of Pratt Institute, 
Brooklyn, will hold its third annual 
exhibit at 50 Rockefeller Plaza, New 
York, May 4-19. The exhibit will 
feature architecture, magazine pro- 
duction, window display, new de- 
signs for industry, and community 
projects for art teachers 


Changes Sales Set-up 


Twenty-two sales offices of Brown 


& Bigelow, St. Paul, have been 
grouped into five divisions for more 
effective operation. W. B. Nicker- 


son, secretary and sales promotion 
manager of the company, has been 
elected vice-president in charge of 
sales promotion 


Appoints Ridgway 
Tower Grove Bank & Trust Com- 
pany, St. Louis, has appointed Ridg- 


way Company, St. Louis, to handle 
its advertising 
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Auto Insurance 


Company Expands 
1940 Schedule 


Bloomington, Ill., March 13. 
After making a modest bow in the 
national advertising field in 


State Farm Insurance Companies 
has launched a heavily expanded 
schedule for 1940 with a series of 


full-page advertisements in Collier’s 
and The Saturday Evening Post, 
supplemented by a series of half- 
pages in Country Gentleman and 
quarter-pages in Prairie Farmer. 
The first insertion will appear in 
The Saturday Evening Post March 
23. 

Copy for the campaign will teli 
the story of the founding and 
growth of the companies in the 
vutomobile insurance field, in the 
words of the founder and chairman 
of the board of directors, George J 
Mecherle. It will be kept in an in- 
formal, conversational style. 

A special public relations issue of 
the house magazine, “Reflector,” 
has been issued (ADVERTISING AGE, 
March 11) to State Farm agents, 


1939, | = ; 
| State Farm’s 


telling the story of the companies 
in word and picture. It not only 
serves as an educational piece but 
prospecting, recruiting 
and conservation aid. 

Agents of the companies also are 
getting, as an additional sales aid, 
the State Farm road atlas, in which 
maps are supplemented with con- 
siderable road and tourist informa- 
tion. 

Needham, Louis & Brorby, Inc., 
Chicago, is handling the campaign. 
1939 advertising was 
limited to modest space in Country 
Gentleman, The Saturday Evening 
Post and Time, and was designed 
mainly for agency motivation. It 
was largely due to the generous re- 
sponse to this advertising that this 
| year’s consumer campaign, with five 
times last year’s expenditure, was 
developed. 

The State Farm campaign is 
under the direction of G. E. Mech- 
erle, secretary of the companies, 
assisted by G. T. Touvelle and A. R. 
Williamson. 


{nstall Shelly 


Leon C. Shelly, managing direc- 
tor, Molton Skreenadz, 
couver, B. C., has been installed as 
new president of the Advertising 
and Sales Bureau of the Board of 
Trade at Vancouver, B. C. 


also aS a 


Ltd., Van- | 


Uses Client's Paint 
‘in Booklet Artwork 

In the preparation of a booklet 
entitled “Short Course in Interior 
Decoration” the National Chemical 
and Mfg. Company, Chicago, asked 
|the artist to make illustrations of 
|rooms in full color, using its own 
|paste casein product, Luminall, a 
wall and ceiling paint, as the me- 
dium. The result is a booklet which 
not only achieves a natural effect 
but which matches the company’s 
sample cards perfectly. 

The booklet, which sells for 10 
|cents, is advertised in consumer 
| magazines and, while it is not fea- 
‘tured, requests accompanied by 
remittances are reported by the 
company to be twice as extensive 
as those for a free booklet which is 
heavily featured. J. R. Hamilton 


Advertising Agency, Chicago, han- | 


dles the account. 


Pepper Advances Hooke 


Victor E. Hooke has been named 
director of the legal and financial 
department of J. W. Pepper, Inc., 
‘New York agency. He became as- 
| sociated with the agency last fall. 


Leroy Kling Resigns 

Leroy A. Kling, has resigned as an 
officer and director of Cecil & Pres- 
brey, Inc., of Illinois, which will 
‘continue its Chicago office under 
the supervision of Edwin C. Olson. 


St: Louis 


are booming Business 
in these fields 
near St fous 


Here is new wealth ss Here is immediate 
and future business in these busy towns x4: 
New families moving in X8sxét Assured 
incomes, high wages 38, and increasing 
demands for all kinds of merchandise S39 


“The Globe“Democrat serves this 
booming market as no other newspuper 
even claims to do-- This newspaper moves 
merchandise across the counters in 

this prosperous 
surrounding market 


Sa. QC” State 


4 


| 


| 
| 


| 


DOG FOOD BUYERS GET ADVANCE WARNING 


ee 


THE BONDED DOG AND CAT FOOD 


| VALUABLE 


PREMIUM 


SOON 10 BE 
ANNOUNCED! 


Small-space newspaper advertisement for Calo dog food which warns users to 
save labels, because new premiums are to be announced soon. 
revised Victor dog just below the can, with the slogan, “His master's choice." 


Notice the 


Beau Brummell 


of 3 Campaigns 

| Cincinnati, March 13.—Three co- 
|operative newspaper advertising 
| campaigns are being offered dealers 
by Beau Brummell Ties, Inc., mak- 
|ing it possible for different dealers 
in the same city to run individual 
copy without fear that a competi- 


tor will feature the same advertise- | 


| ment. 

| One of the campaigns is based on 
| the theme of “famous places.’ Each 
|or the advertisements pictures a 
| fashionable group at some famous 
| watering place. Another campaign 
| features “foreign girls,’ each adver- 
| tisement revealing beautiful girls in 


Dealers Get Choice 


the native costumes of a different 
land. The girls, of course, have ap- 
proving eyes for the men wearing 
the Palm Beach cravats of Beau 
Brummell Ties, Inc. Another series 
of advertisements has a humorou 
angle with characters in hect 
situations nonchalantly approving 
the washability of Palm Beach tie 

Each of the advertisements em- 
phasizes colors, patterns and con 
struction features of the ties. 

Key Advertising Company, Cin- 
cinnati, is in charge. 


Connell Named A. M. 


Chester C. Connell has been 
named advertising manager of th« 
Boston Evening Transcript, suc- 
ceeding William Pond, who has re- 
signed to join the advertising staf! 
of the Commercial, Bangor, Me. 


Southern California's 


ee 
Double Feature 


BLUE NETWOR K 
S DAYS 
NTED by 


° 1,000 WATTS NIGHTS 
FREE & PETERS, INC. 


To the ‘‘Who's Who" of American business 


Two M 


using NBC facilities over these stations, 
add the ‘Who's Who" of Southern California 
business, for in the ‘third major market" 
KFl and KECA are first with the finest. 


KFL onde ©. Grito. Due. KECA 


141 North Vermont Avenue, Los Angeles 


ajor Outlet 
forte. 
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COTTON POSTER 


CALL 
FOR 
COTTON 


WHEN YOU BUY 


onal 


for presentation to each club’s full Tide Water Oil Tries 
membership. 


The consumer clinics will supple- | Baseball Broadcasts 
ment the daily “Consumer Quiz” | 
program sponsored by Macy’stover 
WOR. 


. . * 
_| Airline Elects Landis 
Reed G. Landis has resigned as | confined to the San Francisco Bay 
| |manager of the corrugated division | &T@. 
of Boxmakers, Inc., to become regi- 
vice-president 


Airlines, Inc., with headquarters in . 
Chicago. Bliss to Speak 


Lawrence Studios Moves 


J . * .* 
WIRE in New Offices | Kills Sign Law 
| Station WIRE, Indianapolis, has | Holding that the law was an un- 
occupied new offices and studios|reasonable interference with law- 
in the Claypool hotel. Opening of |ful business and intended to stifle 
the new quarters was preceded by | Competition under the cloak of pro- 
a reception and dinner. The layout | moting highway safety, the Con- 
now consists of reception and studio | necticut supreme court of errors has 
: |observation lobbies, master contro] | declared a state law, enacted in 
The programs will be |+oom, four studios, a specially con- | 1939, forbidding the display of large 
= 7. | structed observation room for wire | price signs by gasoline filling sta- 
Lord & Thomas, San Fran- |services and 18 business offices. | tions, to be Gasuediaienal. 
| Three hotel auditoriums are avail- 
———_—_—_—_——- ~— for public broadcasts. 


Tide Water Associated Oil Com- 
pany is experimenting with a 
schedule of inter-collegiate base- 
ball broadcasts, augmenting its 
| broadcasts of basketball and foot- 
| ball events. 


cisco, is the agency. 


Name Maxson, Johnson 


. Walter L. Maxson has been named 
George L. Bliss, president of the McPherrin to Agency sales manager and chief engineer 
Federal Home Loan Bank, New John W. McPherrin will leave |of the mining machinery division 
York, will talk on savings and loan | Bauer & Black, Chicago, April 1,|of the Allis-Chalmers Mfg. Com- 


of American 


Lawrence Studios has moved to] associations and their place in eco-|to join Lord & Thomas, Chicago, as pany, West Allis, Wis., and William 


larger quarters at 18 E. 48th street, | nomic life at a luncheon of the New | account executive. 
New York. 
has joined the staff. 


‘ ! Mr. McPherrin|C. Johnson has been named sales 
Hy Rubin, illustrator,| York Financial Advertisers March | is manager of specialty promotion | manager of the firm’s crushing and 


21. for Bauer & Black. |cement machinery division. 


| (3 a 
Ny “A, 


| MAY 17*25 


uu — 


This year's official poster of the Cotton- 

Textile Institute, to be used in conjunc- 

tion with National Cotton Week, May 
17-25. 


Macy's Woos Club 
Women with New 
‘Consumer Clinics’ 


New York, March 13.—With par- 
ticipation drawn from the member- | 
ship of 93 women’s clubs in the 
Metropolitan New York area, R. H. | 
Macy & Co. today sponsored the first | 
in a series of “consumer clinics,” 
to be held at monthly intervals. The | 
project is the first of its kind to be | 
launched by a department store in 
this territory, although similar ac- | 
tivities have been promoted by | 
stores in other cities. 

In addition to establishing close | 
contact with a large segment of the | 
feminine buying public, the store | 
hopes to disseminate consumer in- 
formation on merchandise and to 
acquaint buyers with intimate | 
phases of retail operation. At to- 
day’s session, for example, Ephraim 
Freedman, head of Macy’s Bureau 
of Standards, demonstrated equip- 
ment used for testing shoes and ex- 
plained the wearing requirements 
of footwear. Others on the pro- 
gram were Lewis Gannett, literary 
critic; Mrs. Pauline Rush Fadiman, 


managing editor, Child Study Maga- | 


zine; and Helen Needham, chief of | 
Macy’s decorating staff. | 


Added Testing Necessary 


Mr. Freedman declared that shoe 
manufacturers have not yet de- 
veloped their practical research 
efforts, “to cover the actual experi- 
ence of the retailer.” For this rea- 
son, he pointed out, it is necessary 
for the retailer to undertake addi- 
tional testing on his own. 

Following each clinic session, rep- 
resentatives of the women’s clubs 
will be furnished with digests of 
all material offered at the meeting 
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DISPLAY IDEAS 


BY CRYSTAL 


! 

1 COMPLETE SERVICE 
1 UNDER ONE ROOF 
! 


COUNSEL + DESIGN « FABRICATION 


3 
7 


CRYSTAL MFG. CO. 
CHICAGO + NEW YORK 
1725 Diversey Blvd 7 East 42nd St 


WGAR 


Basic Stations . . . Columbia Broadcasting System 


The man who helped build your 

auto can help build your sales! Sell 

him through the Great Stations of 
the Great Lakes! 


Markets cannot be figured merely in 
numbers of people! It’s what those 
people have to spend for your product 
that is still more important. 

Within the ‘‘Golden Horseshoe,”’ 
that free-spending territory covered by 
WIR Detroit and WGAR Cleveland, 
industry pays the highest average 
wage in the entire nation! 

Here (just a single example) you 
reach more than 80°, of the workers 
employed in the automobile industry 
—more than a quarter million money- 
in-their-pockets prospects who earn 
between nine and ten million dollars 
every week. 

Best of all—you need no staggering 
advertising budget to cover this vital 
market. Simply write WJR and WGAR 
into your schedules. You'll do a great 
job through the Great Stations of the 
Great Lakes. 


WIHK 


THE GOODWILL STATION 


THE FRIENDLY STATION 


COeetland 


THE GREAT STATIONS 
OF THE GREAT LAKES | 


Edward Petry & Co., Inc., 
National Sales Representatives 
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Wrigley, Studebaker 
Score Gains in 
Earnings for 1939 


Chicago, March 15.—Affected but | 
scarcely hampered by unsettled | 
conditions abroad, William Wrigley, | 
Jr., Company this week reported 
that consolidated net earnings for 
1939 totaled $8,650,976 as compared 
with $7,653,780 in 1938. 

Phillip K. Wrigley, president, | 
spoke cheerfully of both the past 
and future in his annual report to 
stockholders. He attributed the 
upward trend in 1939 business to 
“vigorous and sound merchandis- 
ing policies” and added that the 
same policies are being pursued this 
year. 

Stockholders, who drew $4.33 per 
share as compared with $3.82 in 
1938, were told that the company 
absorbed a loss of $265,926 in ccn- 
verting foreign assets into United 
States dollars at rates prevailing 
Dec. 31 and that these same for- 
eign subsidiaries were paying 
larger taxes because of war condi- 
tions. About 97 per cent of the for- 
eign assets represent plants and fa- 
cilities in countries within the 
British Empire. 


STUDEBAKER CHAMPION WINS 
BEST SALES YEAR SINCE ‘28 


Chicago, March 12.—A sharp up- 
turn in volume, accounted for al- 
most entirely by sales of the com- | 
pany’s new low-priced Champion, 
helped give the Studebaker Corpo- 
ration a profit of $2,923,251 for 
1939 as compared with a loss of 
$1,762,465 in 1938, the company re- 
ported this week. During 1939, 
Studebaker sold 114,196 passenger 
and commercial cars, more than in 
any year since 1928 and more than 
double the 52,605 units sold in 1938. 

President Paul G. Hoffman paid 
tribute to the Champion’s success 
in the low-priced field, pointing out 
that in the nine months from April 
1 to Dec. 1 it accounted for 3.8 per 
cent of United States registrations 
in its field. It currently represents 
about 60 per cent of Studebaker’s 
volume, he added. 


American Sugar Refining 
Consolidated net income for 1939 
was $2,771,058, compared with 


$407,088 in 1938. 


Bon Ami Company 

Net profit for 1939 totaled $1,481,- 
771, compared with net profit of 
$1,389,113 for 1938. 


McKesson & Robbins, Inc. 

Net profit for 1939 was $4,255,531, 
compared with $2,288,182, for 1938. 
Net sales for 1939 were $148,789,921, 
compared with $146,907,245.39 for 
1938, an increase of 1.28 per cent. 


Atlantic Refining 

Earnings of $5,028,000 are re- 
ported for 1939, compared with 
$4,317,000 for 1938. 


Cream of Wheat Corporation 

Net income for 1939 was $1,090.- 
958, compared with $1,232,291 in 
1938. 


Monsanto Chemical 

Net income for 1939 was $5,546,- 
416, as against $3,290,519 in 1938. 
Net sales for 1939 were $42,982,599. 
“Selling and administration costs 
($4,394,570) reflect the greater 
effort through advertising and sales 
promotion of plastics and other 
products to increase sales,” says the 
report. The company notes that it 
is refraining from the manufacture 
of munitions unless required to do 
so by the government. 


J. C. Penney Company 

Net earnings for 1939 totaled 
$16,481,213, compared with a net of 
$13,739,160 for 1938. Total sales for 
1939 were $282,133,933, compared 
with $257,963,945 in the preceding 
year, an increase of 9.37 per cent. 


Penick & Ford, Ltd. 
Earnings for 1939 were $1,456,456, 
compared with $1,139,921 for the 


previous year. “Heavy sales during National Gypsum Company 


the last four months of the year, 
arising out of world conditions, 
largely accounted for the increase 
in profits over 1938,” says the presi- 
dent’s report. 


Goodyear Tire & Rubber 
Consolidated net sales for 1939 
were $200,101,704, an increase of 20 
per cent over the $165,928,944 net 
sales for 1938. Consolidated net 
earnings for 1939 were $11,630,399. 


General Electric 

Net income for 1939 was $41,236,- 
000, an increase of 49 per cent over 
1938. Sales for 1939 amounted to 
$304,680,000, compared with $259,- 
484,000 for 1938, an increase of 17 
per cent. 


| 179 is announced for 1939, com- 


Net profit of $1,455,237 is re- 
ported for 1939, an increase of ap- 
proximately 53 per cent over the 
$921,632 profit for the previous year. 
Gross sales of 1939 totaled $13,021,- 
871, compared with $9,829,872 for 
1938. 

McGraw-Hill Publishing Co. 

Net income for 1939 was $620,265, 
a gain of more than 50 per cent over 
the 1938 net of $410,922. 
Johns-Manville 

Consolidated net profit of $4,164,- 


pared with $1,455,302 for 1938. 


Butler Brothers 


Consolidated net profits for 1939 
were $1,347,749, compared with 


$718,908 in 1938. Total sales for 
1939 were $78,832,199, compared 
with $74,775,658 in 1938, a gain of 
5.4 per cent. 


Radio Corporation 

Net profit for 1939 was $8,082,811, 
an increase of $670,739 over the pre- 
ceding year, or 9 per cent. 


Ruberoid Company 

Net profit for 1939 was $608,127 
compared with $515,472 in 1938. 
Net sales of $15,993,717 for 1939 
represent an increase of 17 per cent 
over the previous year. 


Crane Company 

Consolidated net profit for 1939 
was $4,612,554, compared with 
$380,697 for 1938. Sales for 1939 


ce 
es 


‘totaled $88,182,232, an increase of 


| 18.7 per cent over 1938. 


Di-Mon-Glo Appoints Clark 
Di-Mon-Glo Distributing Com. 
pany, Los Angeles, has appointeg 
Darwin H. Clark Advertisin 
Agency, Los Angeles, to direct the 
advertising of the company’s floor 
furniture and automobile waxes jy, 
California. Radio is being used. 


Appoints Garfinkel 

Benhar Company, maker of che. 
nille garments, has appointed Siq- 
ney Garfinkel Advertising Agency, 
Los Angeles, to handle its account. 


Betens Agency Moves 
Betens Advertising Agency 


Fifth avenue, New York. 


moved to larger quarters at 522 


ON DIVERSIFICATION 
IN THE SPOKANE AREA 


THE HORSE 


THE WHEAT 


THE PEARS 


THE SPOKESM: 


Advertising Representatives — JOHN B. WOODWARD, Inc. — New York —Chicago — Detroit —Los Angeles — San Francisco 
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Konjola Appoints 

Konjola, Inc., Port Chester, N. Y., 
has placed its advertising account 
with Kelly, Stuhlman & Zahrndt, 
Inc., St. Louis, following test cam- 
paigns in three Midwestern cities 


during the latter part of 1939. The | 


most productive copy is being used 
in 20 cities twice a week. Addi- 
tional cities are being added each 
week. One national magazine is 
lso on the schedule. 


Brunswick Names J-W-T 

Brunswick-Balke-Collender Com- 
pany, Chicago has appointed J. Wal- 
ter Thompson Company, Chicago, to 
direct advertising of its bowling 
division. Buchen Company and 
Coe, Guy and Walter continue to 
handle advertising of other divisions 
of the company. 


Tenderay Process 


Gets Benefit of 


Double Promotion 


Kingston, N. Y., March 14—First 
advertising in this area for the Ten- 
deray process marketed a year ago 
by Westinghouse Electric & Mfg. 
Company has been launched in 
connection with the introduction of | 
a new tenderized beef product by 
Forst Packing Company. 


Test Copy in Newspapers 
Test copy has appeared in news- 
papers in Kingston and Poughkeep- 
sie, with Westinghouse promotion 
for the process running beside Forst | 
copy for its product. The same | 


|}plan will be followed next week 
; when a campaign will be started in 


Hartford and Springfield. 

Tenderay is a process involving 
ultra-violet treatment along with 
humidity and temperature control. 
It permits the tenderizing of all beef, 
whereas the “hanging” method 
commonly used can be applied to 
less than 7 per cent of all beef. 
Only certain cuts of choice beef 
can be “hung.” 

The process is leased by West- 
inghouse to packers in various sec- 
tions of the country. First to use 
it was Kroger Grocery and Baking 
Company. (ADVERTISING AGE, March 
27, 1939.) Forst is the second to 
obtain a license. 

Frank Best & Co., New York, is 


| the Forst agency. 
& Ross, New York, is in charge of 
promotion of the Tenderay process 
for Westinghouse. 


Opens Export Office 


metals, has opened an export office | 


representatives 


Lithographers to Meet 
Photo-Lithographers 
. Supply and equip- 


manutacturers 
itheir products 


THE RAILWAYS 


Spo 


THE FIR TREES, 


ALFALFA, 


AND BEER 


—< ter *\. | 


“1A 


AND THE SILVER, 


a 


AND HIGHWAYS 


THE SPRUCE 


THE GOLD 


x 


& 


Our People Are Spending 
dust Think What We've Got! 


If It's Profits 


You Want 


This Market You'll Spot! 


EVEN 


WASHINGTON 
116,000....AN ALL TIME HIGH! 


Color Representatives — Sunday Spokesman-Review Magazine and Comic Sections — Newspaper Groups, Inc. 


ine Dnily Chronicle 


ING 


AND THE PINE 


AND THE ZINC 


AND GRAND COULEE DAM 


FOR LARGE SIZE SALE 


Customer Savings 


R= Mm on LARGE SIZES 

| SS) Figure ih cit yoursely 
| a. on This 
SNAG GrOUAT Em 


Counter piece to be used in conjunction 
with the second annual “large size” 
promotion, scheduled for March 27 to 
April 7, of chain drug stores. The slate 
gives comparative price and value fig- 
ures on items included in the promotion, 
which is sponsored by Chain Store Age. 


| 


Congoleum’s New 
Product Set for 
Larger Schedule 


New York, March 14.— What is 
described as a_ revolutionary im- 
| provement in inlaid linoleum will 
be heralded next month with an en- 
| larged newspaper campaign by Con- 
| goleum-Nairn, Inc., for Treadlite, 
}a product which was introduced 
| last year. 

The new linoleum is being pro- 
moted as an improved product con- 
taining features which have never 
before been offered at any price. A 
| typical headline reads, “An entirely 
| new and improved inlaid linoleum,” 
land copy describes the water and 
| rot-proof felt backing, rubber cush- 
}ion and adhesive back. 
| Copy for the three-week cam- 
| paign will break next month in 82 
newspapers in 77 major markets. 
| Insertions for Treadlite and Nairn 
| linoleums will alternate in Better 
|Ilomes & Gardens, Good House- 
keeping, Life, The Saturday Eve- 
ning Post and Woman’s Home Com- 
| panion, 

A special five per cent advertis- 
ing and promotion allowance will 
| be offered to dealers buying a speci- 
jfied amount of Treadlite within a 
certain period and a weekly news- 
| paper advertisement will list local 
|dealers. Free displays and mats 
will also be distributed to dealers. 

McCann-FErickson is the agency 


Pick Josephine Snapp 
Jury for 1939 Award 


| Mason Britton, McGraw-Hill 
| Publishing Company, has been ap- 
| pointed chairman of the jury which 
}will pick the winner of the 1939 
| Josephine Snapp award, sponsored 
|by the Women’s Advertising Club 
|of Chicago as a memorial to the late 
Josephine Snapp, former club presi- 
ident and vice-president of the Ad- 
vertising Federation of America. All 
women in advertising are eligible 
for the award, which symbolizes the 
greatest contribution to advertising 
made by any woman during 1939. 

Other members of the jury are 
George Slocum, publisher, Auto- 
motive News, Detroit; George W. 
Cunningham, general advertising 
manager, Sears, Roebuck & Co., Chi- 
cago; W. T. Nardin, vice-president 
and general manager, Pet Milk Sales 
Corporation, St. Louis, and Helen 
Holby, club contact director, Adver- 
tising Federation of America 


Form Wisconsin Network 


The Wisconsin Broadcasting Sys- 
tem, Inc., new regional network 
| system, has been organized to serve 
ithe lake shore district of Wiscon- 
sin. Stations forming the network 
linclude WRJN, Racine; WEMP, 
Milwaukee; WHBL, Sheboygan; 
| KFIZ, Fond du Lac, and WHBY, 
| Appleton. Glenn Roberts is presi- 
| dent; W. Wade Boardman, vice- 
president, and John E. Roe, sec- 
| retary - treasurer. All are from 
Madison, Wis 


| Adams Joins Studio 


Vincent T. Adams, recently re- 
signed from the art staff of Donn»- 
hue & Coe, New York, has joined 
| Rhoades-Humphreys Studio, Indian- 
apolis, in charge of the layout 
department. The new company 
name will be Rhoades, Humphreys 
and Adams 
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Clifford M. Taylor, 
Official of WBEN, 
Dies in Florida 


3uffalo, N. Y., March 13. Clif- | 
ford M. Taylor, commercial man- 
ager of WBEN, the Buffalo Evening 
News station, and well known in 


radio advertising circles throughout 
the country, died in Jacksonville, 


|H. Finley, 


Fla., March 11 at the age of 45. 
Mr. Taylor had been associated with 
WBEN since its inception 10 years 
ago. He was returning with Sta- 
tion Director Edgar H. Twamley 
from a Florida vacation when he 
suffered a heart seizure. He was | 
removed to a Jacksonville hotel 


where he died. 
Mr. Taylor was 
the Buffalo Evening News advertis- 


ing department before joining 
WBEN. He was chairman of the 


associated with | 
| ary 


the employ of the Lunkenheimer 
Company Jan. 1, 1894. Prominently 


identified with industrial and bank- | 


ing activities in Cincinnati, he also 
served as president of the American 
Supply & Machinery Manufacturers’ 
Association 


DR. JOHN H. FINLEY 

New York, March 11.—Dr. John 
editor emeritus of the 
New York Times, died here last 
week at the age of 76. His main 
interest journalism, having 
been editor, editor-in-chief 


was 


associate 


and finally editor emeritus of th: 
New York Times for almost two 
decades. He also had been presi- 


dent of Knox College and the Col- 
lege of the City of New York, and 
New York State Commissioner of 
Education. He had received honor- 
degrees from 31 colleges and 


| universities and had been decorated 


sales managers’ division of the sec- | 


ond district, 
state, of the 
Broadcasters. His wife 
children survive him. 


comprising New 


and 


York | 


National Association of | 
two | 


by 12 foreign countries. 


HUTTON H. HALEY 

Detroit, March 11.—Hutton H. 
laley, Detroit district sales repre- 
sentative of the American Foundry 
Equipment Company, Mishawaka, 


DAVID C. JONES Ind., died here at the age of 53. 

Cincinnati, March 12.—David C. | After starting as a broker of foun- 
Jones, v ice-president and general dry supplies in Kansas City he 
manager of the Lunkenheimer Com- joined the Sand Mixing Machine 


pany, died 
brief illness. 


here yesterday after 
He was 63 and entered 


a|Company, which later 


became the 
American Foundry Equipment Com- 


in 1911. He was made 
in 1926, resigning a year 


pany, 
manager 


sales 


| 


later to take charge of sales in the | 


Detroit territory. 


MacGREGOR JENKINS 

Williamstown, Mass., March 11.— 
MacGregor Jenkins, biographer and 
author, who retired in 1928 as pub- 
lisher and treasurer of the Atlantic 
Monthly, was buried in Westlawn 
Cemetery here last week. He was 
70 years old. 


“PM” Conducts Contest 


In collaboration with the Museum 
of Modern Art, New York, PM, the 
|forthcoming New York evening tab- 
loid, is conducting a journalistic art 
contest. Artists are invited to sub- 
mit illustrations depicting the news 
of the day for a total of $1,750 in 
prizes. Entries will be accepted until 
April 5. 


“Outdoor” Breaks Record 
The 138-page April issue of Out- 
| door Life is the largest in the maga- 
zine’s 42-year history. It breaks 
previous records for advertising 
linage and tops last year’s high in 
advertising revenue by 14 per cent. 


WMCA Names Reiter 
Station WMCA has appointed 

Virgil Reiter & Co., Chicago, as sales 

representative in the Middle West. 


GROCER GOES BACK TO "GOOD OLD DAYS" p 


° 
STEVENS’ GENERAL STORE 
GUILDHALL FALLS, VERMONT F; 
Quarter Mile South of Where Grange Hall and the Cheese Factory Used to Be. 
: i 
Come in and sit on the cracker box. Let us show Pr 
you our complete stocks. gel 
5 
Below are many attractive Christmas specials. thi: 
Check this list for your Holiday needs. Complete ex} 
line of ra 
ma 
Plee ( is, V Dog I 1, plenty of Planters Punch, Rainbow Ice Cream, Chewing Tobacco pe tw 
t I ipaper, Rock Candy, Lightning Rods, Buzz Saws, Mudguards, Sage Cheese, Car 
Bird to k in full Increase to w gt ng ASOT Th 
\ ; I Li I r urns, I H Bird Cages, H 
Ita I pers v Elastic Sides, I r pols « Ma 
we 1 : j Ha < erbr row t Col 
Gr ri He ‘ 4 F 3», N 
Hat ga ef black ‘ Ge 
‘ v wr “ 1 ir I ‘ . i} i ‘LL 
Dr ‘ H P Na H a Horse (¢ a H I like 
I’« e” th, ¢ t Cot oth Pick Pin ¢ ior A 7 
M che I 1s (Grade A, Culls & Nubbins), Disinfectant 
\ 1 Pe I erjacks’ $ s, Currycombs Piccali Dr a t 
I Lef 1 Zit Dump Carts, Sassafras, Corkscrews iad 
‘ ers, Sulphur and Mola Wind te pegs NPeor Set Free Whee % re are 
in light winds), Venetian Blinds, Fish Hooks, Bean Pots, Assorted Badges, Mosquito Netting, Door ad\ 
Nait Boxes, Toupees, Corn Cob Pipes, Marbles, Whiffletrees (Selected Hardw ‘othes } l 
( ins, Red Par Anchors, Cambric Tea, Husking Bee Gloves, Ear Muffs, Rolling Pins, Lozenge: I u 
t e Cur Aquariums, Watering Troughs with outlets, Jack Knives, Jig Saws, Carpet Tack Sulk Ad 
Rakes and Handles, Galtuses, Lumbago Belts, Jelly Jar Labels, Rubber Plants, Horehound, Papr ’ 
} hfor r cm ¢Obainig, Waka’ silver one-piece slide. Improved Water Key), Be dbug Killer the 
r n Batting, Putty, Silos, Peat Moss, China Eggs, Sickles, Oulja Boards, Stove Lid Lifters, Sash Weich k 
} ge De Playing Cards, Duck Decors Duck Soup, Bee Keepers’ Supplies, Saddlesoap, Gla Eye ta 
x e Traps (New Style Balt Cups keeps trap baited at all times. Trigger quick in action), Rubber B Av 
Darning Need stove Pipe, & saaarien Whisk Brooms, Auvils, Hominy, Arrowroot and co, Kr 
Knacks, S Ladder Cloves, Cuckoo Clocks, Lassos, Carraway Seed, Ukuleles (Rich, " Fly 
Felt Pick and 5 Minute Instruction Book), Spreaders and Attachments (Dig Capacity Handle hes Ma 
loads of 65 to 70 I hels Greater cubic foot volume than most spreaders All new superior featur avec 
plue 1 minute Instruction book), Lamp Wicks, Flypaper, and Potato Chips. hot 
ee plie 
Special Sale For One Week Only—One second hand Pool Table. Name your own ad\ 
price, wrap up and take away. : 
ea siniitads ing 
‘ giv 
EARLE E. STEVENS, Sole Proprietor, Side Judge, Chairman, Board of Selectmen, sh 
Fire Warden, Caller of Square Dances, and Grand Head of the Tenth Province—Kiwanis ou 
Clubs of America. ma 
a | 
du: 
Earle Stevens, Plee-Zing distributor in Guildhall Falls, Vt., had a lot of fun one 
working up this recent newspaper advertisement which sounds like a typica! um 
effusion of half a century ago. According to Glenn Mills, Plee-Zing advertising up 
manager, who reproduced the advertisement in the company's magazine, the pri 
unusual copy did a remarkable selling job. Fer 
| the 
. . | OU 
Bank Appoints Wisbauer Edsel Ford Forms or 
rr = ae “ . ’ ” 0 
Arthur J. Wisbauer has been ap- | “Good Drivers League om 
| pointed director of public relations : A ad ; 
| for the Bushwick Savings Bank. He|_ A nation-wide “Good Drive: = 
| has been in the securities business | League” has been organized | ma 
for 10 years and for 16 years prior | Edsel Ford, president of the Ford to 
ito that was account executive and | Motor Company. It is designed t I 
in charge of production for Albert | promote safer driving by boys of 10 | 
Frank & Co. | high school age. rar 
tise 
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SEND AGROSS | - 
OF VELVET 
OVERALLS! 


thoughts on promotions of vari- Nowhere else in the world is there a group that lives so big as the 


And every once in a4 farmers in our Red River Valley! Our people, for instance, purchase 


while we do give some agency | 46-8°; of all automobiles bought in North Dakota, South Dakota ané 
friend an idea that later de- Mimmeseta (minus the counties containing St. Paul and Minneapolis). 


Yes, sir!—folks live big in and around Fargo... and they are practically 
exclusive listeners of WDAY. You may be surprised to learn how little 


If youll give us a ring, and tell it costs to contact this market of 1,500,000 eager buyers. Why not look 
us your needs, we believe we can | us up—now—in ‘“‘Radie Rates’’? 


W DAY, inc. 
~ NBG — 
Affiliated with the Fargo Forum 
bind F ARGO 940 KILOCYCLES 
NATIONAL ha D. 5000 WATTS DAT >. 
| REPRESENTATIVES . 1000 WATTS NIGBT 


l EXCLUSIVE en ti 
If any of you agency men REPRESENTATIVES managements of 27 live, well- 
haven't yet discovered that Free | B88". : : : : sRhttAy 5 snilhn sheila, 
7 scovV ti | Ce cw £2. & & , 
avent yet discover lat Fr woe DAVENPORT managed radio stations, who are 
& Peters can often supply pro- RP constantly getting a lot of swell | 
. : Rupe SSS kANBAS CITY 
gram ideas, you've got a pleasant wave . >)? “AIQUISVILLE 
7 : wi . WTCN MINNEAPOLIS-ST. PAUL 
surprise coming to you! | Xs "ot gr TOUS ous sorts. 
wFret SYRACUSE 
Now don’t get us wrong—we're SOUTHEAST 
t claimi wese ee 
not claiming we can supplant were RALEIGH : : ' 1 thi 
. ° 0 OKE , 
the creative fellows in your or- verepe late the real tag, 
Y aygens . ; SOUTHWEST 
ranization. u y KGKO.... wy. WORTH-DALLAS 
g t we are fourteen Koma... "Toktanowaneity 
radio men with reasonably good St ee 
. Angich , PACIFIC COAST 
imaginations, and we do have KECA . |... « . LOS ANGELES show you some results. How! 
almos ily . KSFO-KROW . |. SAN FRANCISCO c -.9 
t daily contact with the KVI. . . . . . SEATTLE-TACOMA about it? 
(and FREE, JOHNS & FIELD, INC.) 
Pi e $ . e 
icneer Radia Station 
CHICAGO NEW YORK DETROIT SAN FRANCISCO LOS ANGELES ATLANTA 
180 N. Michigan Ave. 247 Park Ave. New Center Bidg. One Eleven Sutter 650 8. Grand Ave. 22 Palmer Bidg. 
Franklin 6373 Plaza 5-4131 Trinity 2-8444 Sutter 4353 Vandike 0569 Main 5667 
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Piper Aircraft 
Takes Off with 
Expanded Space 


Rochester, N. Y., March 13.— 
Private airplane advertising in 
general magazines put on long pants 
this week when a_ considerably 
expanded campaign of Piper Air- 
craft Corporation, Lock Haven, Pa., 
made its bow with a _ half-page, 
two-color, bleed advertisement in 


The Saturday Evening Post of 
March 16. The April 6 issue of 
Collier’s and the April Country 


Gentleman will carry insertions of 
like size and color. 

The present campaign calls for 
a total of 10 insertions, all of which 
are two-color, half-page, bleed 
advertisements, according to M. S. 


Hutchins, president of Hutchins 
Advertising Company, which has} 


the account. Page space will be 
taken in the April Aero Digest, | 


Aviation, Sportsman Pilot, Western 
Flying and Yankee Pilot and the 
May Popular Aviation. A quarterly 
house organ, “The Cub Flier,” sup- 
plies dealers with promotion and 
advertising material. 

A feature of this year’s advertis- | 
ing is a “Do You Know” column, | 
giving the public, in a series of) 
short paragraphs, pertinent infor- | 
mation such as the cost of operating | 
a light plane and the number of | 
dual flight hours required nae 


| 


one is permitted to solo. This col- 
umn of flying facts was decided | 
upon after an extensive survey of 
private flying made last fall by Ross 
Federal Research Corporation under 
the direction of the agency, which | 
revealed that more than 50 per cent 
of men and women between the 
ages of 18 and 45 wanted to pilot 
an airplane but greatly overesti- 
mated the cost and time required 
to learn to fly. 

National advertising is not new | 
to Piper Aircraft Corporation, which | 
ran a series of half-column adver- 
tisements in several leading maga- | 
zines in 1938, stepping up to quarter 
in 1939. Nearly 1,800 Piper 
Cubs were delivered last year. 


pages 


Exempt Surplus Sales 

Walter F. Reddy, managing direc- 
tor of the Michigan board of tax 
idministration, has announced that 
1 Grand Rapids experiment on dis- 
tribution of surplus commodities | 
through the blue stamp plan will 
be permitted to operate without | 
collection of the state’s three per | 
cent sales tax. Reddy based his 
announcement on an opinion from | 
the attorney general’s department | 
to the effect that the system is a 
charity and therefore 
empt 


legally ex- | 


Increase Your Sales 
with This Radio Idea 


HALF-MINUTE 
RADIO 


Transcriptions 


\ 


Half minute programs ready for these 
! industries: Bakeries, Credit Jewelery, 

Credit Clothing (Men and Women’s) 

Loan Companies, Laundries, Used 4 

Cars, Optomenrists. A proved suc- 

cess. Plenty of action, finest sound =| 

effects 30 seconds of drama, 30 |, 
seconds for your commercial an 
nouncements ... exclusive mghts in 
your city. Send $1.50 for presenta 
tion record. Deposit refunded. ACT 
NOW! Any one of above subjects 


26 dramatized skits *26 
RADIO PROGRAMS DIVISION 


WALTER BIDDICK CO 
568 Chamber of Commerce Bidg ] 
Los Angeles, California y 


Oklahoma Steaks Now 
“Sooner Select Sirloin” 


The National Commission Com- 
pany, Oklahoma City, Okla., has di- 
vided a prize of $25 among 23 
Oklahomans who sent in the name, 
or slight variations of the name, 
“Sooner Select Sirloin,” in a contest 
to select a name for Oklahoma 
beefsteaks. There were 4,500 en- 
tries. 

Creation of a market for Okla- 
homa beef and encouragement of 
its production on Oklahoma farms 
was the two-fold purpose of the 
contest. 


Names Alan Sanger 

Bird-Archer Company, New York, 
has appointed Alan B. Sanger, New 
York, to handle advertising of its 
boiler water treatments. 


G-E Aids Dealers 
with New Copy on 
Vacuum Cleaners 


New York, March 13.— National 
advertising of vacuum cleaner prices 
and promotion of the sale of clean- 


ers exclusively through dealers will | 


feature a General Electric magazine 
advertising campaign to be launched 
in April in Good Housekeeping, Life 
and Woman’s Home Companion. 
This will be followed by insertions 


|in May and June, with additional 


space scheduled for the same maga- 
zines from September through De- 
cember. 

Aims of the magazine copy will 


| be to establish appliance dealers as 


“shopping centers” for cleaner sales 
and to emphasize low prices avail- 
lable through such a distribution 
|system. Special displays, 
'make demonstrations available at 
| counter level, will back up the cam- 
| paign. The economy of nationally- 


in the form of other things that may 
be purchased, such as clothes, rugs 
and personal articles. Featured in 


lat $39.95, with 
|models ranging 
$49.95. 


prices of other 
from $29.95 to 


| able to dealers. 


which | 


advertised prices will be emphasized | 


sizing the same story, will be avail- 
One display, using 
motion, will demonstrate the 
cleaner lifting itself by its own 
vacuum power. 

General Electric began to sell ex- 
clusively through dealers in 1926 
and ten years later was using full- 


| page newspaper space in behalf of 
| dealer sales to promote large vol- 


|ume orders. 
the copy will be a cleaner selling | 


Backing up the magazine adver- | 


| tising will be copy in Sunday sec- 
tions of newspapers using color, 
where available, and regular dealer 
l'advertising. Lighted backgrounds 
and de luxe merchandisers, empha- 


A. L. Atkinson, man- 
ager of the G-E cleaner section, 
estimates that this year 50 per cent 
of all cleaners will be sold over the 
counter. 


Organizes Agency 

Abe S. Levin has organized the 
A S Advertising Agency with of- 
fices at Trenton avenue and Ann 
street, Philadelphia. 
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COST PER THOUSAND 
WET ADVERTISING CIRCULATION 


— a 
OVER 1,000,000 
300.000 - 1,000,000 
400 000 - 500.000 
300 000 - 400 000 
200 000 - 300.000 
150.000.200.000 
100.000.150.000 
90 .000-100,000 
80.000. 90,000 
70,000 -80,000 
60 000 -70,000 
50,000 60.000 
40.000 -50.000 
30,000 -40.000 
20,000 - 39.000 
10,000 .-20.000 
8.000.10,000 
6 000.8.000 
5,000 -6.000 
4.000 .5.000 
3.000.4,000 
2.900 .3.000 
1,500.2 000 
1,000.1 


500-1,000 
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.. ae we're told, spend some 85¢ of every retail dollar. Maybe 
it’s only 70¢. At any rate, it's the big share. And it's a safe bet that they influence how the rest is spent, 
too. Naturally, therefore, advertisers want to know what newspapers women read—and we wanted to 


know how many women read The New York Times. 


So we asked the Houser Associates, an independent research organization, to find out. They found out 
: by asking 50,194 women. They asked only active home-makers in the profit-half of the market—that is, 
in the high and medium income neighborhoods. They asked them as these housewives emerged from 
neighborhood grocery stores what newspapers they had read in the past 24 hours. From what these 


50,194 women told the Houser investigators, who, incidentally, did not know for whom the survey was 


being made nor what its purpose was, these conclusions appear: 


The New York Times on Sundays is read by 414,180 women in the profit-half of the market— 


more housewives than in the whole city of Philadelphia. 


The New York Times on weekdays is read by 221,840 women, in the profit-half of the market— more 


housewives than in the whole city of Cleveland. 


The cost of reaching New York's profit-half housewives Sundays is lowest in The Times—among 


the lowest in the weekday Times. 


“ 8 TED TES Ree rrr mr eee 


WHY ONLY WOMEN IN NEW YORK'S PROFIT-HALF—Note that the survey was confined to the 
1,180,000 housewives in the profit-half of the New York market. The reason is simple—the profit-half is 


the active buying half of the market. In New York City alone, where we have made scores of specific 


An ee 


market studies, the profit-half, trading through 46 per cent of the grocery stores, buys from 60% to 


70% of generally advertised products sold. 


we ee 


This is the part of the market—the richest part of the richest market in the world—in which The New 


York Times gives you concentrated-for-profit coverage. 


WHAT THIS MEANS TO’ YOU—The secret of advertising success in New York, as you know, lies in 


reaching and influencing the active, modern home-makers in the profit-half of the market. This new 


% | 


survey shows you how to reach one of the largest groups of these women quickly, directly, econom- 
| ically. It shows you that The New York Times merits first consideration on any advertising schedule 


designed for profit in the world's richest market. 
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The New ork Times 


“ALL THE NEWS THAT'S FIT TO PRINT" 


if 


BE ADVERTISING OFFICES - CHICAGO - DETROIT ~- BOSTON - SAN FRANCISCO - LOS ANGELES 
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ADVERTISING AGE 


March 18, 1949 


Voice of the Advertiser 


This department is a reader’s forum. 


Fisk Boy Bobs Up 
Again in News Cartoon 


To the Editor: For 40-odd years 
the Fisk boy has won the hearts of 
millions of Americans with his 
sleepy yawn, tousled hair et al. 
Today he is a tradition in advertis- 
ing circles and is without doubt the 
best known tire trademark. 

Now it is his misfortune to be 
exploited in a political cartoon in 
the Los Angeles Times of Feb. 7. 
Naturally, it has aroused much com- 
ment, some pro, some con. Some 


TIME TO RETIRE? 
OM PRETO or 


express the opinion that it is a good 
bit of gratis advertising. Perhaps 
so. Anyway, it is the first time to 
my knowledge that any trademark 
has been used as a theme for a car- 
toon, and I admit that it’s a swell 
tie-up. But, sentimentally speaking, 
I think the youngster should have 
been left to his own sleepy self. 

What’s your opinion? 

EpWIN C. HIRSCHOFF, 
Advertising Manager, Direct 
Service Oil Company, Minne- 
apolis. 

[Editor’s note: It has been our 
experience, Mr. Hirschoff, that when 
something creates much comment, 
almost always some of it is pro and 
some con. Nevertheless, we wouldn't 
worry too much about the loss of 
the dear little boy’s dignity if we 
were you. For a previous example 
of a trademark used in a political 
cartoon, see Page 12 of the Nov. 20 
issue of ADVERTISING AGE, reproduc- 
ing Talburt’s cartoon in the New 
York World-Telegram, in which 
Holland, represented by a can of 
Old Dutch Cleanser, is given the 
task of “chasing the dirt” of Hitler- 
ism. ] 


, oe 
Pointed Study of 
Consumer Reasoning 


To the Editor: 
nation-wide discussion on the con- 
sumer movement, I thought you 
would be interested in receiving 
something on the comical side of 
this serious problem. 

After reading about your report 
on the display at the Smithsonian 


Relative to the | 


|with the aspirin however took the 
bottles priced at 39 cents and 49 
|cents and left the bottle priced at 
|7 cents. 

I wonder just how long it will 
| take to educate the consumer and I 
|} wonder if this isn’t a typical ex- 
jample of consumer thinking. 

G. MATTHEWS BAXTER, 
Washington Post, Washington, 
D. &. 


One Adage Naturally 
Calls for Another 


To the Editor: I have read the 
very interesting comments made by 


issue of ADVERTISING AGE on our ad- 
vertisement using as a caption the 
old adage, “You Can’t Make a Silk 
Purse from a Sow’s Ear.” Far be 


ress and if, as stated on the front 
page of the Chicago Daily News, a 
silk purse has been made from a 
sow’s ear we are glad to know about 
it. However, a critical analysis of 
this news item may also be made in 
that “All that is ‘Silky’ may not be 
Silk.” There may possibly be some 
difference between the product of 
the silk worm and the sow’s ear. 
With all that is being said and done 
about the consumer movement, are 
we really ready to discard this old 
adage? 
A. BROGGINI, 

Advertising Manager, National 

Carbon Company, Carbon Sales 

Division, Cleveland, O. 

ey ¢ 


Bulletin Boards 
Merchandise Products 


been brought to our attention that 
business firms are not always alert 
to the possibilities of advertising 
their product or services to their 
member employes. 

The Douglas Fir Plywood As- 
|sociation has attempted to alleviate 
this weakness by a campaign di- 
rected to the employes of its mem- 
ber mills. One phase of this 
campaign is a special plant bulletin 
| board, naturally made of Douglas fir 

plywood. A large, 8x4-foot panel 
|is used as a background for a selec- 
|tion of Association advertising pam- 
|phlets that call the workers’ atten- 
'tion to the unlimited uses for the 
vroduct they make. 


W. J. O’Grady, Jr., in the Feb. 19} 


Letters are welcome. 


| 


| 


it from us to ignore scientific prog- | 


| 


| March 11 issue of Time. 
To the Editor: It has several times | 


The boards are set in a portable | 


| plywood stand, the legs of which 
|are slotted to receive the panel and 
| bottom cross-bar, which eliminates 
the need for nailing or gluing. Each 
imill has one of these units in a 


fice or plant entrance way where 
the employes will come in 
|contact with it. Current releases 
| are supplied by the Association’s 
inspectors, one of whose duties is to 
see that the boards are kept in good 
shape. 


| 


daily | 


prominent place, usually in the of- | 


| 
Another Adman Annoyed 
'by Strange Coincidence _ 
| To the Editor: In the Feb. 5 issue | 
| of ADVERTISING AGE you show re- 
| productions of one of our advertise- 
ments and one of the advertise- 
ments of the Simplex piston ring. 
Both were illustrated by pictures of 
| “Erade Characters” running. 

You referred to it as an interest- 
| ing coincidence. Judging by the ac- 
companying proofs of Hastings 
advertisements, both trade and na- 
tional, it appears that there is very 
little concidence in the fact that 
Simplex used the picture of a man 
running. Our “Sets the Pace” ad- 
vertisement first appeared in the 
July 15, 1939, issue of The Saturday 
Evening Post and in the June, 1939, 
issues of the leading automotive 
trade papers. Then, in December, 
1939, this same “Sets the Pace” 
illustration appeared on the back 
cover of Motor and in all of the 
leading trade paper advertisements, 
with the Tough Guy unchanged but 
with the advertisement carrying a | 
chart showing the progress of 
“Steel-Vent” sales. 

In January, 1940, the “coinci- 
dental” Simplex illustration made 
its first appearance. In February, 
1940, Simplex ran an advertisement 
showing their trade character hav- 
ing a fight with two other fellows 
who vaguely resemble our Tough 


FEDERAL LAW FORBIDS 


wz 
7 


~ <~ we ad doll, do” 


fy," irs GH Guy. By way of further “coinci- 
Riley "Say cathe we mot dence,” the caption on this second 
, 


Cun veans oF 


‘me arte 
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Simplex advertisement is ‘““Tougher”’ 
—which coincides rather well with 
| the fact that for more than a year 
we have been running illustrations 
of the Hastings Tough Guy with the 
caption “Tough, But Oh So Gentle.”’ | 
Thought you might be interested | 
in all this from the standpoint of | 
so-called advertising “ethics.” 
GEORGE HEBDEN, 
Sales Promotion Manager, Hast- 


c 


100 PROOI 


Literal-minded reader finds unusual state- 
ment on dominant illustration in an Old 
Forester advertisement. | 


ings Manufacturing Company, 
Hastings, Mich. 
In words unmistakably plain (on —— : 


the bottle), “FEDERAL LAW FOR- vy 

BIDS BROWN FORMAN OLD 

FORESTER .. . WHISKY.” Baker Takes the Bull 
R. W. Loupen, by Its Horns 


Advertising Manager, The Lou- 
den Machinery Company, Fair- 
field, Ia. 


To the Editor: Knowing your in- 
terest in unusual advertising, we 


| who 


| feel sure the item marked in the at-| 
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PERFECT FRANKNESS 


MOTHER-IN-LAW 
HAS BAD LUCK! 


began renging From all over tows came the tame qarsten, 
“What bs The Matter With Mother-te-Low Bread Today’. 
1h Tastes Terrible”... And thew we found » calamity had hap- 
wee 

WE HAD FORGOTTEN TO ADD SALT whes mixing the 
bread Salt is as mecessary te the goed taste oi bread as any 
mgredret aad we tad ef tot 

‘Then, 2 was toe late to de anything shout it. We coud eet 
bake another batch and get it to the public on Saterday, so we 
bed to merety hang ow heads @ shame 


BUT HERE'S WHAT WE ARE 
GOING TO DO ABOUT IM 
UW you bought 2 loal of Mother-te Low Bread Saterdsy we 
will pive you another (and with saP this time) oo Wedmendey 
sheckately tree. Simply go te your grocers and ask bin lor 
+ boa! ad be wall pladby greed to you with or comphmen:: 
We want to thank all those who called Saturday and re. 
tained os of our mistake. tis aheays oer wish te make 
bread as you like @, and. ot omy time any Tikes product 
does cot measare op to pour expeciaions we will apprecieic 
re elbemy us tow 


tached copy of Bakers’ Helper fo; 
March 2 is worthy of mention. 

Of course, from a design angle. 
this advertisement may not be con- 
sidered too noteworthy, but on the 
other hand, we believe the cop) 
does an excellent job to correct 
bad situation. 

PAuL E. CLISSOLD, 

Vice-President, Bakers’ Helper, 

Chicago. 


Easy Job! 


To the Editor: Please furnish m 
a list of manufacturers, their prod- 
ucts and the advertising companie 
handle their respective ac- 
counts. 

FRED MARLATT, 
Advertising Manager, The CIO 
Auto Worker, Flint, Mich. 


i 
Poor Confucius 
To the Editor: Confucius say 


He who kills ad murders business 
MILT FEINBERG, 
President, Feinberg Advertis- 
ing Agency, Los Angeles. 
vvwy 


WE @esrver. 


@ one paper to every 3.4 units of Louisville popu- 


lation... 


@ to 95% of all homes in a city of more than 


350,000 people... 


@ one paper to | out of every 3 homes in *Ken- 


tuckiana every Sunday! 


bd ° 


t 


Institution (Feb. 26 issue), and aes | In addition, these bulletins have 
ing vitally interested in the con-|two other important jobs besides 
sumer movement, I made it a point | publicizing plywood’s versatility: 
to see the display which I under-| First, they serve to emphasize that | 


*Kentuckiana includes practically all of Kentucky 
and a large portion of Southern Indiana... . 


stand was the brain-child of the 
American Association of University 
Women. 

It so happened that when I called 
at the institute, I noticed the dis- 
play on aspirin tablets, and I was 
advised by an attendant that a good 
deal of interest had been centered 
about this portion of the display. It 
contained, if you will recall, three 
bottles of aspirin, 100 tablets to the 
bottle. No bottles were labeled by 
trade names. Only the prices were 
given to distinguish between the 
three bottles. One bottle was priced 
at 7 cents, one at 39 cents and the 
third at 49 cents. Over this display 
was a large placard which stated in 
large black letters that all three 
bottles of aspirin were manufactured 
under government specifications and 
were identical in drug content. 

The point of interest concerning 
this display revolves around the 
fact that the day after my visit I 
learned, on good authority, that 
someone had stolen two of the bot- 
tles of aspirin tablets. The light- 
fingered consumer who walked off 


the advertising of Douglas fir ply- 
wood results in an increased de- 
mand that is immediately reflected | 
| by plant payrolls. Secondly, there 
is a high percentage of employes | 
who are potential home owners and | 
the constant reminder that plywood | 
builds better homes will undoubt- | 
edly result in eventual sales to the | 
people who fashion “Today’s Mod- | 
ern Miracle in Wood.” 
CHARLES E. DEVLIN, 
Director of Publicity, Douglas 
Fir Plywood Association, Ta- 
coma, Wash. 
a, 


Eagle-Eye Louden 


Spots an Interesting One | 

To the Editor: Distillers and | 
brewers are subjected to perhaps | 
more federal, state and local regu- | 
lation than any other type of busi-| 
ness. 

Yet I was surprised to learn that | 
things had gone so far that distil- 
lers were advertising that federal | 
law prohibits their products! 

But there it was on Page 48,! 


You get the largest morning-evening combination 

and the largest Sunday circulation in the South 
and a density of coverage that is hard to equal 
anywhere in the Nation when you buy— 


The Conrier-Zournal 


Owners and Operators of 


WHAS 


50,000 WATTS 
BASIC CBS OUTLET 


THE LOUISVILLE TIMES 


REPRESENTED NATIONALLY BY THE BRANHAM CO. 
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ADVERTISING AGE 


FTC-Albert Lane 
Case Winds Up 
Its Third Round 


New York, March 13.— Round 

in the struggle between the 

Federal Trade Commission and Al- 

Lane, operating as the Con- 

rs Bureau of Standards, came 

n end here yesterday when the 

i series of hearings in the pro- 

lings instituted by FTC more 
, year ago was adjourned. 

federal body issued a com- 

nt against Lane back in Feb- 

y, 1939, charging that the name 


Consumers Bureau of Standards” 
an attempt to ape the U. S.| 
tureau of Standards, that Lane’s 

ption of his company as “a 
tional, non-profit consumers re- 
search organization” was false, and 
that Lane’s claim of maintaining a 
staff of technicians to test products 
eferred to in “Consumers Bureau 
Reports,” the Lane magazine, was | 
equally untrue. 

FTC also alleged that the defen- 
dant intimidated and coerced manu- | 
facturers by threatening to dispar- 
ge their products in his magazine 
f they refused to buy large quanti- 
ties of copies in return for favorable 


mention. 


~ >. ws 


An Irritating Process 


Both of the previous series of | 
earings were adjourned when the | 
iefendant so irritated the trial ex- 
miner that he refused to continue 

further. During most of the 

se, Lane has served as his own 
lawyer, and many of his questions 
vitnesses have been ruled out. 

t one period in the proceedings he 

i an attorney, but the two| 

rrelled. 

Called to the stand during the 

t week were a number of wit- 

who had previously testified 

r the Commission, but were called 

to permit Lane to cross-ex- 


them. Among those return- 
ng to testify were Norman E. Horn, 
tising manager, Wellington 
Si Company; Arthur Kallet, di- 


of Consumers Union of the 
S.. F. J. Schlink, technical direc- 
f Consumers Research; Ear] G 
ntine, president of the Na- 
ociation of Hosiery Manu- 
ire} W. D. Humphrey, vice- 
dent of Magazine Repeating 
Company, and Ralph B 
~ brough, statistical chief of the 
eat Atlantic & Pacific Tea Com- 
Mr. Horn testified that consume 
are “thoroughly inadequate 
cally.” When cross-examined 
Lane, he declared that years 
rience had put him on guard 

t consumer organizations. 


\T 


Change in Attitude 


Kallet asserted that Consum- 
Union makes laboratory tests 
| but about five per cent of the 
icis mentioned in between 4.- 

YOO and 5,000 reports issued He 


NEW YORK, CHICAGO 
and BALTIMORE 
advertising agencies 


place more business on 
WFBR than any other 
Baltimore radio station! 


denied that manufacturers pay to 
have these tests made, and declared 
that the company does not permit 
manufacturers to use recommenda- 
tions in “Consumers Union Reports” 


for promotional purposes or to buy | 


more than ten copies of the maga- 
zine. 

Mr. Humphrey testified that Mr. 
Lane had not “actually threatened 
to write disparagingly about his 
company’s products” if quantities of 
the magazine were not purchased, 
but that his “‘attitude was threaten- 
ing as he changed from a salesman 
and became tough.” 

It is doubtful if the FTC, its pa- 
tience already sorely tried by the 
necessity of holding three series of 
hearings in the Lane case, will grant 
further hearings. The series that 


ended here this week was termi- 
nated when the trial examiner, irked 
by the defendant’s manner, discon- 
tinued the case just as his two pre- 
decessors as trial examiner had 


done. 
Appoints Weinberg 
Flamingo Sales Company, Los 


Angeles, distributor of manicure 
specialties, has appointed Milton 
Weinberg Advertising Company, 
Los Angeles, to handle its adver- 
tising. Radio, business papers and 
newspapers will be used. 


Joins Deutsch & Shea 

| Kenneth Lash has been appvinted 
an account executive of Deutsch & 
tShea Advertising Agency, New 
York. 


Millhaem Adds Three 


W. H. Millhaem and Company, 
Des Moines, has been appointed to 
handle advertising of Cooper Mfg. 
Company, Marshalltown, Ia.; Frank- 
lin Equipment Company, Monticello, 
la., and Hill Brothers Packing Com- 
pany, Topeka, Kans. The Cooper 
account will use home, garden, golf 
and business magazines, the Hill ac- 
count will use radio and direct mail, 
and the Franklin company will use 
farm magazines. 


. 

Sterling Buys Cummer 

Sterling Products, Inc., Wheeling, 
W. Va., has purchased Cummer 
Products Company, Bedford, O., 
manufacturer of shaving cream, 
cleaning fluid and other products 
Sterling has not heretofore had 
shaving cream among its products 


' 


Starts Golf Ball Drive 


United States Rubber Company, 
New York, has planned a spring 
newspaper campaign for its True 
Blue U. S. Royal golf ball. Cur- 
rently appearing in California and 
Florida newspapers, copy is sched- 
uled to break in other localities 
with the arrival of the golfing sea- 
son. A total of 109 newspapers, in 
iddition to golf magazines, will be 
used. Campbell - Ewald Company, 
New York, is the agency. 


Noer Joins Engravers 
Frederick J. Noer, Minneapolis, 


editor of Collegiate Digest, rotogra- 


vure picture section § distributed 
with college newspapers, has re- 
signed to join the sales staff of 


Indianapolis Engraving 


Company, 
Indianapolis, Ind. 


EVANS’ MY NAME. Roy Evans. 
Folks ‘round here mostly call 


Who? Me? I'm Just a 
Small Town Storekeeper 


sir—everybody. 


Even old 


me just Roy. 

What’s that? Sure I know 
somethin’ ’bout advertisin’. 
Been runnin’ ads reg’lar in 
the local weekly for years. 
Wouldn’t skip a week ’less I 
broke a leg or somethin.’ And 


Doc Starkey—who says he 
don’t read the paper any 
more since the editor spelled 


, 


his name with an “‘o.’ 


Thousands of rural store- 
keepers are just as loyal to 


not even then. 


What do I think of na- 
tional advertisin’? Like magazines and radio, you 


mean? 


Guess it’s all right. Never give much thought to 
it, though. Exceptin’ sometimes when some sales- 
man comes in and tells me what a wonderful thing 
his firm’s doin’ for me by advertisin’ in some maga- 
zine I never see—or over the air on some program 


I never hear. 


You know, that 


kind of makes me smile. And 


you know why? Because it’s like somebody tellin’ 
you to close your eyes and hold out your hand. 
Well, you think you're goin’ to get a mighty pleas- 
ant surprise. So when you do open your eyes you're 
like as not to find somethin’ in your hand that’s 
mighty disappointin’ instead. 


You know what 


I tell these salesmen fellers? I 


says to °em—Mister, your firm can do somethin’ 
for me. Yes sir, it sure can—and for itself too—by 
puttin’ advertisin’ in the home town paper right here. 

You know what an ad in the home town paper 
means? It means everybody hereabouts sees it. Yes 


their home town weeklies as 

Roy Evans is to his. Senti- 
ment? Don’t you believe it. It’s just plain common 
sense. They know their home town folks read the 
home town weekly—just as they themselves do. 
And that—to them—is a lot more important 
than flashy ‘“‘look-what-we’re-doing-for-you”’ port- 


folios. 


Yes, you can be certain small town folk read their 
home town weeklies. First —because the home town 
paper is full of local news, the only news home town 
folks give a hoot about. Second—because today 
thousands of home town weeklies—clubbing to- 
gether—also bring to their readers as attractive a 
host of features as you'll find anywhere—topped off 
by such well known writers as Kathleen Norris, 
Gen. Hugh Johnson, Grantland Rice, H. I. Phillips, 
Drew Pearson and Robert S. Allen. 


Sure, wecanshow youhowtolineupthese weeklies. 
Several thousand of them. Right across the country 
—or by picked territories. Yes—at a cost that will 
go easy on your budget. And—only one plate. 


Glad to tell you more at any time. 


Though names are fictitious, the circumstances are real enough ...as you no doubt know. 


WESTERN NEWSPAPER UNION 


310 EAST 45th STREET, NEW YORK «+ 210 So. DESPLAINES STREET, CHICAGO 
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Retailers Promise 
Notion Week Support 


Stores throughout the country 
have pledged cooperation and some 
retailers will coordinate their ad- 
vertising with the campaign for 
National Notion Week, April 22- 
27, according to a report made to 
members of the National Notion 
Association at a mecting in New 


York. 

A survey of the first responses 
showed that 500 independent re- 
tailers will use newspaper advertis- 
ing space, radio, displays and direct 
mail to promote the week. Four 
more chains have recently promised 
cooperation. 


Promotes Delta Cotton 

McKem Sportswear, Inc., New 
York representative of Shawmut 
Woolen Mills, has named Gussow, 
Kahn & Co., New York, to 
promotion of Delta cotton fabrics. 
A national campaign, with first in- 
sertions appearing in March issues, 
has been launched in magazines 
and business papers, assisted by di- 
rect mail and dealer helps. 


Changes Make-up 

Effective with the June 5 issue, 
Fairchild Publications, Inc., New 
York, will change the make-up of 
Men’s Wear. Advertising pages will 
be made up on a _ three-column, 
instead of a two-column, basis. A 
new rate card has been issued. 


direct | 


Production Guide 
Seeks to Cut 
Printing Waste 


New York, March 13.—A _ prac- 
tical guide to increased efficiency in 
planning and production has been 
issued here under the title “Size 
Selection Simplified,’ a compilation 
intended for buyers of printing as 
well as the graphic arts field itself. 
W. J. Blackburn is the publisher. 

The compilation aims at three 
objectives: to furnish a wide choice 
of pre-checked sizes for different 
printing jobs; to make available en- 
velope information keyed to these 
| efficient printing jobs; and to pre- 
sent all other size data needed for 
|printing planning and production, 
such as flat sheet sizes and press 
specifications. 

According to Mr. Blackburn, 
j}much of the material included in 
the guide reflects the accumulated 
experiences of seasoned printing 
and production men. The section 
headed “Form Planning and 
Standardization” is based largely 
(on the results of a comprehensive 
|standardization program recently 
instituted by the New York Trust 
| Company. 
| “Size Selection 


Simplified” sells 


ADVERTISING AGE 


for $12.75. The publisher’s head- 
quarters are at 560 W. 42nd street, 
New York. 


“Information Please” 
Gets Court Backing 


Canada Dry’s “Information 
Please” program has been granted 
a court injunction in New York 
barring the use of the name as a 
magazine title. The order was 
issued at the request of Daniel 
Golenpaul, producer of the radio 


show. 

Defendants in the action were S. S. 
3oressoff and Information Publica- 
tions Company, which claimed prior 
use of the title in 1936. The court 
pointed out, however, that the pub- 
lication was discontinued after only 
two issues. “Information Please” 
on the air was launched in 1938. 


WEEI Gets 5,000 Watts 


| A grant from the Federal Com- 

munications Commission has been 
|received by WEEI, Boston, for per- 
|mission to operate on 5,000 watts, 
|night and day, on a _ permanent 
| basis. 


| 

| . 

Two Name Wilder 

Russell Electric Company and 
|Atlas Electric Devices Company, 
|both of Chicago, have appointed 
|Almon Brooks Wilder Advertising 
Agency, Chicago, to handle their 
accounts. 


MILLS PRODUCE DOLLARS IN KANSAS! 


MILLING MONEY NEVER STOPS in Wichita, the principal city in the state that 
leads the nation in flour milling. Flour makes dough for housewives and smart adver- 
tisers alike. 


Since you're not a housewife we can skip that part, but if you're thinking of making 


any dough this year in Kansas. let us remind you that 
KFH.” And right now Kansas folks are looking forward to another big year. That 
means that 292,421 families in the KF TT ATREA are going to have more money to spend 


again this year 
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“You can't sell 


Kansas without 


than the average American 


family. Perhaps it might be an idea for you 
to get more information (or place your reser- 
vation) from Edward Petry & Co. NOW 


That Selling Station for KANSAS 


ws 
\ 


| WICHITA 


THE ONLY FULL TIME CBS STATION IN KANSAS 
CBS « 5000 DAY « 1000 NIGHT « CALL ANY EDWARD PETRY OFFICE 


hee 


FAST ADVERTISING FOR FAST BOAT 


MAKERS OF MOBILGAS & MOBILOIL 
~_LUBRICATE THE QUEEN ELIZABETH 


Today, the world’s three largest 
merchant ships--- Normandie, 
Queen Mary and the new 
Queen Blizabeth---are docked 
off W. 50th St., New York 
All are Socony Vacuum lubricated 


Elizabeth. 
was docking. 


About seven hours intervened between 
appearance of the finished advertisement. 


200,000 HORSEPOWER ENGINES FUNCTION PERFECTLY WITH SOCONY-VACUUM LUBRICATION 


SOCOmY vacuum 


SOCONY-VACUUM OIL COMPANY, INC., STANDARD OIL OF NEW YORK DIVISION 


The 1,500-line advertisement which Socony-Vacuum splashed in New York and 
other newspapers last week to tie in with the sensational dash of the Queen 
In New York evening papers, 


the advertisement appeared as the ship 
idea creation and first 
J. Stirling Getchell is the agency. 


Hotel Men of 
Oklahoma Back 
Tourist Campaign 


Oklahoma City, March 14. 
hotel men as the moving spirits, the 
Oklahoma Travel Association has 
been incorporated here to take up 


Oklahoma Travel and Tourist Bu- 
eau, abolished by the last legisla- 
ture. 

The main outline of a 1940 tour- 
ist advertising campaign has been 
developed, and will be presented at 
a series of meetings at which all 
business interests which profit from 
pleasure dollars will be invited to 
contribute to the war chest. Mor- 
ton Harrison, president of the new 
organization, expressed confidence 
that a substantial sum will quickly 


-With | 


the burden formerly carried by the | 


be raised, permitting Oklahoma to 


7 
|get an early start in the annu: 


competition for tourist business. 
The proposed campaign empha- 
| sizes the wide variety of Oklahoma 
attractions: Thrills for the sports- 
man, quiet retreats for those seek- 
ing relaxation, health-giving min- 
|}eral waters for the sick, and 
salubrious climate which provides a 
perfect setting for any of these pur- 
suits. 
The financing will be accom- 
| plished in a “blitz” campaign which 
opens March 19 in Woodward and 
ends in Oklahoma City March 23 


| 
| 
| 
| 


New Book Discusses 
Use of Words 


Clement Wood has written a book, 
“More Power to Your Words!” pub 
lished by Prentice-Hall, Inc., Nev 
| York, designed to increase the effec- 
tiveness of every-day writing and 
speaking. 

The price 


is $2.50. 


EW AND GREATER 


wpz ably covers one of the nation’s richest farming, oil- 


producing, and industrial areas. 
| between busy urban area and prospero 


an ideal set-up for consistently steady buying. 


the rich agricultural region 


blankets Champaign-Urbana, Decatur, Danville and Spring- 


field (Illinois) 


for new brochure of facts! 


MARKET DATA 


Population (Urban—461.200; Rural—n6.7 49). 


Retail sales (1925) 
Food sales (1935) 
Auto registration 


HOWARD H 


CHICAGO 
SAN FRANCISCO 


SPOT OM THE BAD, 


* WDOZ BROADCASTING 


It’s almost evenly divided 


in its primary 


as well as Terre Haute, Indiana. 


WDZ 


Leads Your Products to Increased Sales 


Some of the 


NATIONAL 
us farming territory ACCOUNTS 
Besides USING WDZ: 

area, WDZ 


Allis-Chalmers 
Absorene Mfg. Co 


Write Olson Rug 
Smith Brothers 
Mie. Co. 
Standard Oj! Ce 
1,158,049 Hyde Park Beer 
$263,207 000 J. A. Folger Co 
$64,440,000 : 
252,225 || Heusehold Magazine 
b i Syrve 
WILSON CO oy —— i 
special representatives _ , 
NEW YORK DeKalb Agricultu®’ 
KANSAS CITY Assn. 
Critic Feeds 
usc Foley Honey & T*" 
T OLA Sterling Beer 
ILLINOIS Carter's Liver Pills 
Oyster Shel! 
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Union Bisevit Ce 
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. votes, may lift up a flap to see how | by 22, with plenty of room for a|announce an editorial program | tions in offset lithography of the fa- 
P r Oo Im oO t ] oO TI | the other 50,000 voted. ‘lengthy sales story. launched in order “That Truth! mous Stuart portraits of George 


* * & s ¢ * about advertising may prevail in and Martha Washington, and the 


° In an attractive two-color folder; National Broadcasting Company Our schools.” Same size as the third, a portrait of Lincoln. A 
Pe V 1 e W having a half night, half day cover, | has issued a pamphlet reporting re- | Magazine, and same stock, the pho- | spectrum appropriately flashes 


WOAI reminds us that seven out/ sults of recent popularity polls con- tographic cover design represents a across the inside pages of the fold- 
; of ten most popular daytime and/ducted by the Cleveland Plain couple of school children as poten- ers which bear upon the advantages 
The Kansas City Journal is telling | the same number of nighttime pro-| Dealer, Fame-Motion Picture Daily, | tial consumers. A smaller folder of | of color and fine lithography. They 
advertisers about its huge 86th an- | grams are regular WOAI features.|New York World-Telegram and AFA material is tipped in on page are duplicates of a series originally 
niversary issue, which it turned into | The popularity ratings are from a| Radio Daily to support its conten- three, with the story, well illus- produced a number of years ago. 
the first phase of a plan “to sell poll made by the Cooperative | tion that NBC Red is “the network trated, going on in the following ‘+e 2 
Kansas City back to America.” All| Analysis of Broadcasting. most people listen to most.” The | Pages. 

of the usual civic material normally * * * |cover pictures a quartet of orchids > 

included in anniversary issues was Little house plants with curly| With the caption “Four of a Kind,” Any month is a good time for re- 
pointed toward the task of reselling shaving leaves are thriving in an |and a blushing man accompanied by | minders of great 
the city to its own citizens, and to April shower on the spring-like|the line “This is getting downright February, with its two notable casion proved too good for the 
the country at large, and with that green and yellow cover of a folder | embarrassing.” birthdays, is perhaps the high spot. magazine’s promotion department 
in oe of ‘eyge — in which American Builder tells . © 8 Forbes Lithograph Mfg. Company | to overlook. Hence, advertisers and 
distributed hs yo pad os, ,about the double feature program| A first rate job was done on the seized upon the advantage presented agencies on the Newsweek list have 
The ape l ~ aoe — nk ®! for its April issue. About seven by |supplement sent out with the Feb- to send out three handsome folders, received a phonograph recording of 
a ae ee onan ae Kan- ten folded, the piece opens up to 18|ruary issue of The Instructor to the covers of two bearing reproduc- the Allen burlesque. 
sas City,” which was supplied to 
advertisers for use on their own | 
mail. 


When Fred Allen employed a skit 
on Newsweek’s editorial operations 
as part of his entertainment on a 
Americans, but. Bristol-Myers radio show, the oc- 


* © «* } 
The United States News, which | 
adopted a new standard magazine | 
format with its Jan. 1 issue, has | 
issued a promotion booklet contain- | 
ing brief quotations from 80 lead- | 
ing advertisers and agency men' 
who expressed favorable comment 
on the change. The booklet, entitled | 
“. , you’ve got something there,” | 
ic simply and attractively done in| 
red, white and black. 
+ * * 
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tion with a French-fold mailing | 
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tells the story of advertising linage | 
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Reaching the desks of advertisers 
ind agencies about Lincoln’s Birth- 
day was a reproduction of two pages 
of a home-made arithmetic text 
which Lincoln copied from a bor- 
rowed book at the age of 10. It 
was taken from the Herndon col- 
lection of Lincolniana, and sent out 
by The Instructor. 

ea ry » 

Columbia Pacific Network sends 
an attractive piece which talks 
about the fastest way to get com- 
plete Pacific Coast coverage. A 
cubistic sort of design on the cover 
shows what look like smoke rings 
floating above city towers. Prob- 
ably a sign of contented husbands 
ip and down the Coast, listening to 
CBS programs. 

oe * ed 

“Boiling down the news and boil- 
ng out the bull” is the cartoon 
caption for the wrap around Ameri- 
can Druggist’s announcement of 
“American Druggist Digest,” a new 
feature which will appear in every 
issue. Loose leaf pages containing 
“Digest” material, enclosed in a 
February cover, are the contents of 
a yellow wrapper. 

* . * 

Look is sending out a folder tell- 
ing how 50,000 people between the 
ages of 25 and 50 voted on a list af 
questions including, among others, 
“What is your favorite meat?” .. . 
“Movie actor?” . . . and, of course, 
“Magazine?” The recipient of the | 
folder is let in on the fun by having 
a chance to answer the questions 
himself, and after jotting down his 


tp ODay —~ 
ASPécy ity 


SURE SIGNS OF 
LEADERSHIP 


Presented to WSM by impartial judges are these 
trophies reflecting WSM's leadership . . . WSM's 
ability to build programs with a purpose . . . pro- 


A Complete 


| | LETTER SERVICE 


e | grams that interest . . . programs that sell! 
Small and large users of || perdi hon — that — the a of 
acknowledged supremacy and shortens the ga 
Direct Mail will findour |, ’ ggoes | 9°P 


Prices and service to rr : 
be to their advantage. Truly, they are the marks of merit that guide NASHVILLE, TENNESSEE 


| advertisers. 


| between advertising and . . . action! 


ILLINOIS LETTER SERVICE 


216 Institute Place NATIONAL REPRESENTATIVES, EDWARD PETRY & CO., INC. 
Chicago, Illinois 
Delaware 3244 


Ask for the proof! 


NO ADVERTISING CAMPAIGN IS COMPLETE WITHOUT WSM 
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minute programs, now broadcast on 
the NBC Red network, to approxi- 
mately 47 stations of the NBC Blue 
|network March 25. “John’s Other 
| Wife” and “Just Plain Bill,” now 
being aired from 10:15 to 10:45 
| a. m., will be héard from 3:30 to 4 
p.m. Blackett - Sample - Hummert 
directs the account. 


Benton & Bowles 
Puts Shinola 
on Red Network 


Hartz Adds Stations 
New York, March 13.—Hecker 


Products Corporation will launch a Hartz Mountain Products Com- 
new program March 16 for Shinola | Pany has added two stations to its 
shoe polish. It will be heard Satur- | Program featuring singing master 
day from 10 to 10:30 a. m. on 44|¢anaries. The show is now being 
stations of the Red network of the | 4ired on a total of seven stations 
National Broadcasting Company. |°f the Mutual Broadcasting System 
Character of the program has not | £unday from 1 to 1:15 p. m. George 
yet been determined. This is the|H- Hartman Company has _ the 
first advertising handled for the | account. 

product by Benton & Bowles, er | Sterling Expands Net 
agency for the shoe polish division. 


| Sterling Products, Inc., has added 
Trout for Commercial |six stations, bringing the total to 
Commercial Credit Company will | 67, to the network for “Court of 
launch a series of news broadcasts | Missing Heirs” for Ironized Yeast. 
March 25 featuring Bob Trout. The The program is broadcast Tuesday 
broadcasts will be aired Monday, | fom 8:30 to 8:55 p. m. on CBS. 
Wednesday and Friday from 6 to Ruthrauff & Ryan has the account. 
6:05 p. m. on 64 stations of the | Renew Two Shows 
Columbia Broadcasting System. : 
O’Dea, Sheldon & Canaday is the | Andrew Jergens Company and 
agency. John Woodbury, Inc., have renewed 
“Jergens Journal,” starring Walter 
Shifts Two Winchell, and “The Parker Fam- 
American Home Products Cor-| ily,” effective March 31. The Win- 
poration will shift two daily 15-|chell program, for Jergens lotion, 


BANK TELLS STORY AT EXHIBIT 


oe 


Central Bank of Oakland, Cal., found a place for itself at the recent Oakland 
National Housing Exposition with this unusual display, built to represent a vault. 


is aired over 64 stations of the Blue | Parker Family,” another 15-minute 


|; network of the National Broadcast- | program, over 63 stations. Lennen 


ing Company on Sunday from 9 to|& Mitchell is the agency. 
90°15 ¢ _ £ on » The 
9:15 p.m. and is followed by rhe Bayer on 54 Stations 


..-all waiting to see a radio 
show of purely local talent! 


No cavaxy of imported network radio and screen stars lured the crowds above 
to San Francisco’s Civic Auditorium Friday, January 26. The attraction: resident 
artists exclusively from KGO and KPO. The occasion: Diamond Jubilee broad- 


cast of the San Francisco Chronicle, co-sponsored by that newspaper and San 


Bayer Company has also ex- 
panded the network for “Second 
Husband,” adding four stations to 
make a total of 54 CBS outlets. The 
dramatic serial is aired Tuesday 
from 7:30 to 8 p.m. Blackett-Sam- 
ple-Hummert has the account. 


Continental Stays On 


Continental Baking Company has 
| renewed “Pretty Kitty Kelly,” daily 
series broadcast in behalf of Won- 
der bread and Hostess cake. The 
program is aired over 45 stations of 
| the Columbia Broadcasting System 
from 10 to 10:15 a.m. Benton & 
Bowles is the agency. 


Richfield Continues 


Richfield Oil Corporation has re- 
newed “Confidentially Yours” for 
| 13 more weeks, effective April 2 


oe a . ~~" 
= 28 4] broadcasts on the majority of sta- 
ve iA u tions 


airing the programs. Some 
stations will continue to carry the 


OUT HERE | program once and twice a week. 


| The program is heard from 7:30 to 
| 7:45 p.m. on Tuesday, Thursday and 
| Saturday on 26 stations of the Mu- 
|tual Broadcasting System. Sher- 
man K. Ellis & Co. is the agency. 


Add Year for Johnson 


S. C. Johnson & Son, Inc., will 
continue to present “Fibber McGee 
and Molly” for another year, ef- 
fective April 9, in behalf of John- 
son’s wax and allied products. The 
series is heard on Tuesday from 
9:30 to 10 p.m. over 73 stations of 
the NBC Red network. Needham, 
Louis & Brorby directs the account. 


Knox Makes Bow 
Knox Gelatine Company will 


launch a news’ program, “Bob 


the Pacific coast. The new pro- 


I*rancisco’s two NBC stations. The turnout: record-shattering. cific coast stations of CBS. Ken- 


Despite discontinuance of invitational announcements 10 days before the 
event, and the release of tickets only upon written request, the SRO sign had to 
be hung out while 28,000 were still clamoring for admission. Two repeat per- 
formances were staged February 28 to accommodate the overflow. 


The show was overwhelmingly successful, definitely established two things 


for the radio-wise: 

1. San Franciscans listen to KGO & KPO — are 
enthusiastic over their entertainers. 

2. KGO&KPO are ready with audience-assured 
talent to doa real selling job for you in this pros 


perous W orld’s l*air market. 


/ 
Represented Nationally by é 


~ 


NEW YORK 

CHICAGO DETROIT 

SAN FRANCISCO HOLLYWOOD 

BOSTON PITTSBURGH Mew 


yon & Eckhardt 


account 


handles the 


P & G Changes 


Procter & Gamble Company has 
expanded the network for “Vic and 
|} Sade,” now heard daily from 3:45 
|to 4 p.m. over 64 stations of the 
|NBC Red network, with the addi- 


Garred Reporting,” on April 15 on | 


gram will be heard thrice weekly | 
from 7:30 to 7:45 p.m. on six Pa- 


ee 
——e 


| which the sketches will be hearg 


daily from 10:15 to 10:30 a.m., ef. 
fective April 1. The morning 
broadcasts replace the current se. 
ries, “This Day Is Ours,” which 
goes off the air on March 29. The 
two daily “Vic and Sade” programs 
will be similar in all respects 
Compton Advertising is the agency, 


Campbell Shifts 


Campbell Soup Company wij) 
shift its program starring Lanny 
Ross, for Franco-American  spa- 
ghetti, from 2 to 2:15 p.m. daily, to 
7:15 to 7:30 p.m. on Monday, 
Wednesday, Thursday and Friday, 
effective April 1. The shift wil) 
give Campbell Soup a solid hal; 
hour of entertainment, with Lanny 
Ross following “Amos ’n’ Andy.” 
With the addition of seven stations. 
the program will be heard on 59 
CBS stations. Ruthrauff & Ryan js 
the agency. 


New Show for Syrup 


Chocolate Products Company wil] 
launch a new program, “Stillicious 
Kids Quizaroo,” on March 16 for its 
chocolate syrups. The program wil] 
be aired from 10 to 10:30 a.m. on 3 
stations of the CBS California net- 
work. McCord Company is the 


| agency. 


Van Doren Writes Book 


on Industrial Design 
Harold Van Doren, head of 


|Harold Van Doren & Associates, 


Toledo, has written the latest book 
in the product development series 
of texts published by McGraw-Hill 
Book Company, New York. The 
Van Doren volume is called “Indus- 
trial Design.” It is priced at $4.50 

The book is in four parts, devoted 
to the new profession of industrial 
designing, fundamentals, technique 
and practice of the art. It contains 
numerous illustrations both of steps 
in the process of designing and fin- 
ished products. 


‘Sears Advances Nugent 
W. D. Nugent, Jr., advertising di- 

{rector of the New England division 

lof Sears, Roebuck & Co., has been 


’| promoted to the national headquar- 
and will also expand to three | 


ters of the company in Chicago 
}where he will be assistant general 
|advertising manager of the Sears, 
| Roebuck chain. He is a son of Wil- 
lliam D. Nugent, vice-president of 
Media Records, Inc. 


Brown & Thomas Moves 


Brown & Thomas Advertising 
| Corporation, New York, has moved 
to new offices at 10 Rockefeller 
|Plaza. Nelms Black, formerly with 
| J. Stirling Getchell, has joined the 
|field merchandising department of 
lthe agency to specialize on_ the 
|Schenley Black and Red _Labe! 
|} account, 


J-W-T Elects Five 

Henry C. Flower, Jr., Walter R. 
|Hine, Marvin S. Knight, Willard F 
|Lochridge and Henry M. Stevens 
|have been elected to the board of 
|directors of J. Walter Thompson 
|Company. All are located in the 
|New York office with the exception 
of Mr. Lochridge, who is in Chi- 
cago. 


tion of 13 NBC Blue stations, on! 


Fororyre ALPHABETS are made in more than 70 ‘ 
type styles and sizes. Write today for illustrated «o 


THE FOTOTYPE COMPANY 


625 WASHINGTON BLVD. 


COMPOSE ATTRACTIVE 
DISPLAY HEADS IN 


YOUR OWN OFFICE 
No Actual Type Needed 


If you use planograph or offset, Fororyre Atri 
will save you typesetting or art work on any job. The 
4 


cardboard letters fit into special composing stick 
matically aligned ready for instant use on ! 
Easy . . . no experience needed. The cost is penn 


not dollars 


AMerenmt 


CHICAGO, USA 
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eneral Electric 
Taken to Task 


Issues Media Folders 

In order to expand the amount of 
space-buying data available to ad- 
vertisers and agencies, McGraw- 
Hill Publishing Company, New 
York, is now furnishing market and 


Biblical Series 
to Be Broadcast 
by General Mills 


ernized translations of the Bible, as 
program consultant, the new series 
will trace the story of the Bible, 
following the Old Testament. No 
slang or orchestral accompaniment 
will be used and there will be no 


Bruckmann Brewing 
Expands Campaign 
Bruckmann Brewing Company, 
Cincinnati, will use newspapers, 
road signs, posters, radio and point- 


ed 


media file folders on its individual New York. March 13.—A daily | arbitrary time limits on story se- of-sale advertising elo 1940 ad- 

’ publications and the fields they geries of radio broadcasts relating @Uences, each separate sequence be- Bo sak te an BA domes <The kind of 

for @d er § 0 |serve. The folders are intended to the ctory of the Bible in modern iM& allowed as much time as the sdnaethal is che : a for the vari- 

supplement data in the business 9 eieien eunaiiiee macsunne advertising is changed for the vari 

| paper section of Standard Rate & tonsue will be offered by General) P' eget consider necessary. ous areas in the 14 states in which 

Washington, D. C., March 12. | Data Service. Mills, Inc., over a split National The product to be advertised will} it has distribution east of the Mis- 

woh Saal tae Saati. | a Broadcasting Company network, %¢ Bisquick. Blackett-Sample-Hum-_| sissippi river. 

Manufacturers will be held respon-| starting March 18. The progr: mert, Inc., Chicago, is the agency S. C. Baer Company, Cincinnati, 

sible for statements made in a| Adds English Paper ee: caer es ; 


jhandles the account 


, sas will run 15 minutes daily, and will —--- 

dealer's advertising, where they) A a « : sia my es A 

; ris ae dx aaa n English afternoon newspaper displace the Betty and Bob series . oem 

bear any share of the cost, it was! called Puerto Rico World Journal which has been presented by Gen- Opens Radio Program sas ” 
ndicated by a stipulation signed | has been launched by the publishers gra] Mille over the same network| Chocolate Products Company, | Burnett Joins “Craftsman 
by General Electric Company with | of El Mundo and Puerto Rico Illus- since October, 1932. Chicago, maker of Stillicious Vita-| Henry B. Burnett, formerly ad- 
the Federal Trade Commission. oe, medley P. R. All three With Dr. James B. Moffatt. Union mix, launched a Saturday morning | vertising manager of Walker-Tur- 
The case also suggests that the) publications will be represented by half-hour children’s 


quiz program | ner Company, Plainfield, N. J., has 
over the Columbia California net-| joined Home Craftsman as adver- 
work March 16 ltising manager. 


Theological Seminary, a noted Bib- 
lical authority and author of mod- 


All American Newspapers’ 


Repre- 
sentatives, Inc. 


Commission is scrutinizing fictitious 
jist prices and may take some inde- 
pendent action in that direction. 

Yim Electric Company, Brook- 
lyn, published advertisements of 
General Electric radios offering ar | 
eight-tube set for $39.95, or at ¢ | 
saving of $30 as compared with | 
the “manufacturer’s list’ price of 


$69.95. The copy also said that | 
certain radios were “made to seli 
for 50 per cent more” and that |! 


the buyer of a certain set with au 
tomatic tuning would save $25 by 
paying $44.95 when the regular 
was $69.95. 


Prices Are Juggled 


According to the FTC, Genera! | 
Electric Company admits that its 
practice is to suggest, approve and 
share the cost of some but not all 
of the advertising published by its 
dealers to promote sale of its ra- 
dios; that it suggested the list price 
set forth in the Vim Electric Com- 
pany’s advertisement, and that it 
paid a share of the cost of publish- 
ing the copy. It also admitted, the 
| FTC said, that the list price adver- 
tised was a fiction, the radios be-'| 
ing regularly sold at $39.95 and 
$44.95, respectively. 

Under the stipulation, General 
Electric agrees to cease and desist 
from representing that prices for 
radios made by or for it, and speci- 
fied in catalogs and advertising ma- 
terial, are the prices at which such 
radios are currently sold or in- 
tended to be sold, unless such stated 
prices are the true and correct 
prices employed in the regular 
course of business, or that stated 
f prices are the regular ones at which! 
such radios were formerly sold, un- 
less such is a fact. 


a total of two billion, three hundred and seventy- 


pl ce 


eight million dollars, 1939 marked the 4th con- 


secutive year in which the South’s cash farm 
income has exceeded two billion dollars. This 
huge 1939 total was greater than that of any year 


but one since 1929. 


That alert sales and advertising executives 
recognize the importance of this trend is evidenced 
by these two facts: 


Progressive Farmer’s all-edition lineage for the 


first quarter of 1940 is 20% ahead of the same 


oa Fee 


period of 1939. 


The March issue carried more _ all-edition 


General Electric Company also 6% ‘ : 
agreed not to supply distributors advertising than any issue since February, 1931. 
g x dealers with any information | 
d calculated to induce such dealers to 
, state incorrectly the list, former or 
° regular price of any of the radios 
f sold by it, and that it will not ap- | 
P prove or pay any portion of the} 
] cost of advertising which to its 
knowledge misrepresents the facts. | 
Harris Joins Wesley 
Clinton G. Harris, who formerly | 
‘ operated his own agency in New | 


' York, has joined Wesley Associates, | 
) New York, to direct accounts and 


COLLINS 
MILLER & , 
: HUTCHINGS 


INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


BIRMINGHAM 
MEMPHIS 


RALEIGH 
DALLAS 


"" tN THE 


RURAL PROGRESS I!I1VE FARMER'' 
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didn’t particularly whet her appe-| pieasant memories of her own par- 
| ticipation in the sport. 


. s 
tite. 
Application of | “The Blue Bird” (color page)—{| The second subject, a member of 


silent, 10; verbal, 40. The scene | the editorial staff, was shown seven 


Affectometer a ae 
ls Demonstrated 


15: verbal 5. The subject said she Arrow ties—silent, 5; verbal, 15. 
| does not smoke. The subject’s curiosity was aroused 
over what a mermaid had to do with 


Varying Reactions | neckwear. | 

an . ‘ ’ ' Baby Ruth (color)—silent, 10; 

° | In The Saturday Evening Post | et bes ale 

New York Staff Tries! oidsmovile (color)—silent, 10;| Verbal, 25. The subject said he was 
. | verbal. 20 concerned over the _ relationship 

New Copy-Effectiveness, Goodrich silent. 0: verbal, 15. between luscious strawberries and 


Device Whitman's 
verbal, 30. 
New York, March 12.—Practical) Sunbeam Shaver 
application of the Affectometer, | 10. 
newest scientific device to measure | Ford (color)—silent, 0; verbal, 10. | 
the emotional reaction of consumers| Liberty Mutual—silent, 0; verbal, | 
to different advertising appeals, was | 10 
demonstrated to ADVERTISING AGE| 4'mour & Co.—silent, 0; verbal, ; ; 
here today by the Maico Company} 15. The girl said all she got out of ; Wilson _ Sporting Goods—silent, 
of Minneapolis, manufacturer of the | the ad was the fact that 16 billion | 30; verbal, 35. It appeared upon 
equipment. | pounds of meat are used a year. | examination that the subject's high 
The demonstration, an informal) Alemite (color)—silent, 10; verbal, | recorded interest was negative, be- 
test conducted in the offices of | 20. The subject failed to remember | cause he couldn't quite tie up Caruso 
ADVERTISING AGE and intended to| Whose ad this was, but explained/ with golf balls. 
show the potentialities of the in-| that the basketball picture recalled Chesterfield 


| 
| 

(color ) —silent, 10; | nut candy. 
| 


Pepsodent—silent, 10; verbal, 30. 

1, | The subject was keenly interested 

|in the copy because of a previous 

| connection with Pepsodent’s seal of 
acceptance appeal. 


silent, 0; verba 


Negative Interest 


(color)—silent, 10; 


verbal, 55. The subject admitted 
frankly that the “redheads were 
swell.” 

Roblee Shoes (color)—silent, 5; 


verbal, 20. 

The third subject, 
examined ads taken 
Story. Results were: 


also a man, 
from Movie 


Reactions of Man 


Noxzema—-silent, 0; verbal, 0. 


Thynmold Girdles—silent, 25; 
verbal, 30. The brassiere picture 
appealed to the subject and he 


admitted it frankly. 

Ex-Lax—silent, 10; verbal, 10. 

Waldorf Tissue—silent, 20; verbal, 
50. The man said he liked babies. 

Bissell Sweeper—silent, 10; ver- 
bal, 10. 

Winx Mascara—silent, 10; verbal, 
30. The subject’s interest was due 
not to the copy appeal but to a 
personal knowledge of the back- 
ground of the manufacturer. 

Pepsi-Cola—silent, 15; verbal, 25. 
The subject is fond of comic strips. 

Pyrex—silent, 10; verbal, 15. 

Siroil—silent, 10; verbal, 10. 


item as a 


ee 


March 18, 1949 
Hundley Joins Hanley 
C. F. Hundley, prior to re 


peal 


|New England sales manager of th, 


malt syrup and beverage division o 
Anheuser Busch, and since 
New England sales manager 
Genesee Brewing Company, 
been appointed sales executiy: 
charge of export sales with tha 
James Hanley Company, P 
dence, R. I., brewer. 


1932 
for 


Reading Advertising 

Full page advertisements are be- 
ing placed in coal trade journals fo, 
the coal freight department of th, 
Reading Railway System, empha- 
sizing the place of the Reading Sys. 
coal-carrying railroad 
Richard A. Foley Advertising 
Agency, Inc., Philadelphia, ha 


|} account. 


Announces New Radio 

A short-wave auto radio has been 
developed by Philco Radio & Tele- 
vision Corporation, Philadelphia, 
with which the company expects to 
open up a new field of auto radio 
sales. 


strument rather than to set down 
any spectacular findings, was super- |, 
vised by L. A. Watson, head of the 
Maico organization. The company’s |’ 
chief business is the manufacture of 
hearing aids and _ electro-medical 
testing equipment. The Affecto- 
meter has been employed by law 
enforcement agencies as a lie de- 
tector and is also being tested by 
New York and Midwestern adver- 
tising agencies as a copy guide. 

Two men and a woman were 
selected as subjects for the test. 
Copy used in the demonstration was 
taken from the March 9 issue of 
The Saturday Evening Post, the 
March 11 issue of Life and the April 
issue of Movie Story. 


Measures Perspiration Flow 


The Affectometer is a portable 
device, about the size of an electric 
sewing machine, which is simply 
plugged into a convenience outlet. 
A small metal plate is then attached 
to the palm of the subject. The 
device operates on the basic theory 
that the perspiration glands in the 
palm of the hands react immedi- 
ately to any emotional experience. 
The metal plate picks up the tiny 
electrical impulses in the glands and 
amplifies them to a point where 
they move an indicator. 

The tests conducted today were 
designed to measure “flash” impres- 
sions of current advertising copy. 
The first subject, an office secretary, 
was shown 12 different pieces of 
copy. In each instance her record- 
ing was noted as she glanced at the 
specimen for a few seconds, follow- 
ing which she was asked to state 
what she thought of the ad, with 
a second recording noted as she 
explained what she liked or disliked 
about the message. The results were 
tabulated as follows (the figures 
themselves have no_ significance 
except to show comparative emo- 


tional values): 


In Life—Institute of American 
Meat Packers, color page: silent 


perusal, 10; explanation, 20. The 
girl said the color attracted her j 
the 


attention, although sausages 


(advertisement ) . 


Lots of Smoke 
on Red Air 


New York, March 15.— The to- 
bacco business of the NBC Red Net- 
work last year took a big spurt 
Advertisers of cigarettes, cigars and 
smoking tobacco invested 65% more 
in this network’s time than in 1938. 

At the present time Red programs 
for tobacco advertisers are on the 
air seven nights a week, par for the 
course. On Sundays, Charles Denby 
and La Fendrich Cigars use the Red 
along with Raleigh Cigarettes. Ches- 
terfield is on every night from Mon- 


audience— prove it! 


Tobacco advertisers using the Red have dis- 


day through Saturday Also on : . 

Mondays is Sensation Cigarettes.| °°* ered its extra audience means extra sales 
Tuesdays it’s Philip Morris. Wednes-| results. Hence, during 1939, they invested 
days, Avalon and Lucky Strike! 659 more in Red Network time than in 1938. 
Cigarettes. Prince Albert Smoking 


; . The Red’s vast regular listening audience 
Tobacco is on Saturdays along with iste © 


Camel Cigarettes, two 
grams 


using pro- 


is the most important of several reasons why 


somany leading advertisers pick this network 


Facilities and programs of NBC Red Network make it America’s 
first advertising medium! The facts— gathered in the first network 


circulation study ever made which covers both halves of the radio 


as their first advertising buy. And their con- 
fidence in the Red's ability to help sell mer- 
chandise is verified by the revelations of the 
“Other Half” of the national radio audience. 

The “Other Half™ is the 514 of the nation’s 
radio owners never previously studied by net- 


work fact finders. To get their opinions —as 


SPS \ 


No ‘butts’ about 


is America’s 


studied 


well as those of the radio audience usualls 
investigators virtually fine-combed 


the country. 


Things never known before... 


They found that a CAB rating of a progra™ 


Facts that suggest a more accurate metho 


on the Red actually underestimates, by a cot 
siderable margin. the audience this networs 
reaches. Many other facts also came to lig!t! 


—facts no sales-minded man can disreger’! 


of 


determining network circulation and valur- 


This study provides graphic ev idence that 
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Car Rejuvenation 
Is New Theme 
of Cities Service 


New York, March 14.—The reju- 
yenating value to automobiles of 
correct petroleum products will be 
emphasized by Cities Service Com- 
pany in all 1940 advertising, begin- 
ning with the spring conditioning 
campaign and continuing through- 
out the year. 

To symbolize the service theme, 
‘Give Your Car An Extra Year of 
Youth,” a boy dressed in a Cities 
Service uniform will appear in all 
copy. The figure ties in with the 
explanation that a car owner can 
get at least a year more of useful 
service from his car if he gives it 
proper care and uses correct petro- 
leum products. 

The theme is now being included 
in all commercial announcements on 
the company’s radio program, 
“Cities Service Concert,” which was 
renewed in February and is broad- 


cast on 55 stations of the Red net- 
work of the National Broadcasting 
Company. 

In addition to three business 
papers and seven industrial maga- 
| zines, insertions are scheduled for 
American Legion Magazine, Forbes, 
The Saturday Evening Post and 
| United States News. Dealer helps, 
| outdoor posters and direct mail will 
also be used. 

Lord & Thomas is the Cities Serv- 
ice agency. 


Issues New Stamp 

A special commemorative three- 
cent postage stamp will be placed 
on sale for the first time April 3 at 
St. Joseph, Mo., and Sacramento, 
Cal., marking the 80th anniversary 
of the inauguration of the pony ex- 
press service. The two cities were 
the eastern and western termini of 
the service. 


Names Ruthrauff & Ryan 


Galveston - Houston Breweries, 
Inc., Galveston, Tex., has appointed 
Ruthrauff & Ryan, Inc., to handle 
advertising of Southern Select beer. 


Catalog Humor 

Mildred Meiers and Jack Knapp! 
have reduced gag writing to its ele- | 
ments in a “Thesaurus of Humor” 


you want a joke on the bath? Look 
up bath and you're practically sub- | 
merged in ’em! And so it goes. | 
The book will cut the gag writer's | 
work day from 6.9 hours to 3.7! 
hours, according to one slide rule 
computation. 

The book contains more than 600 
pages of jokes on every conceiv- 
able subject, and is arranged and 
classified for ready reference. The 
price is $1.98. 


Hotel Plans Spring Copy 
Copy for the spring 
of Sherry-Netherland Hotel, New 


campaign 


York, will feature the hotel's res- 
taurant and bar and its hotel and 
apartment facilities for transients 
and residents. Newspapers and class 
magazines will be used through Al 
|Paul Lefton Company, New York, 
and schedules will be timed to at- 
itract visitors to the World’s Fair. 


Export Business 


Moatiged is oes Of General M 
ust gutted, by Crown Poston OF Yeneral Motors 


Reduced by War 


Detroit, March 12. 
fourth quarter of 1939 was the best 
in the history of General 
Corporation, this was in spite of, 
rather than because of the European 
war, Alfred P. Sloan, Jr., chairman, 
said today in a message to stock- 
holders. 


“Notwithstanding the erratic 
movement in business, automotive 


and otherwise, during the past few 
years in this country,” said Mr. 
Sloan, “the consumption of cars and 
trucks outside the United States and 
Canada has varied within remark- 
ably narrow limits. The overseas 
picture has been entirely changed 
the outbreak of hostilities in 
Europe last September. During 


since 


ik een 


FOR SHAME, GENERAL! 
YOU NEED A TRAINFUL 
OF SMOKING CARS WITH 
ALL THOSE TOBACCO 
PROGRAMS ON THE RED! 


~ 


yf 
~~, rab 
) [Sz 
a et 


v 


an 


a 


‘we 


it... the Red 


first network buy! 


the Red Network's outstanding fac 
programs command attention from the maxi- 


tum number of radio listeners nationally. 


That's w hy. again last year, the 
\merica’s first advertising medium 
-». 9.9% ahead of 1938. 


Naturally, you're seeking value 


select an advertising medium. The facts show 
that the Red Network is one of the most fener- 
ous Values you ean buy. Its therough coverage 
means dependable results! National Broad- 


Casting Company. A Radio Corporation of 


America Service. 


ilities and 


Red was 


in volume 


when you 


Smoke gets on the Air... Via 


Sunday ...Chas. Denby and La Fendrich Cigars « Raleigh Cigarettes 
Monday ... Chesterfield Cigarettes «¢ Sensation (i 

Tuesday... Chesterfield Cigarettes « Philip Morris Cigarettes 
Wednesday... Avalon Cigarettes ¢ Chesterfield Cigarettes * Lucky Strike Cigarettes 
Thursday... Chesterfield Cigarettes 


The network 


Friday... Chesterfield Cigarettes 
Saturday... Camel Cigarettes (two programs) ¢ Chesterfield Cigarettes 
Prince Albert Smoking Tobacco 


the Red! 


varettes 


NBC @@d NETWORK 


most people listen to most 


-Though the} 


Motors | 


| Lefton 


the last four months of 1939 
the export business, as meas- 
ured by General Motors operations, 
was about 30 per cent below the ex- 
pectancy, and it is reasonable to 
suppose that due to the imposition 
of a war economy on so many im- 
portant markets of the world, our 
overseas business will be further 
curtailed, not only in the areas di- 
rectly involved in the _ hostilities, 
but in other parts of the world as 
well. 


| 


Sales at Standstill 


“Limitations of exchange, quotas, 
embargoes, transportation, all will 
tend importantly to curtail the 
shipment of cars and trucks from 
the corporation’s domestic sources 
of supply. So far as its foreign 
sources of supply are concerned, 
production and sale of passenger 
cars in the areas directly affected 
by hostilities have practically 
reached a standstill due to the re- 
duced supply of raw materials and 
labor available, as well as because 
of the rationing of gasoline. In 
overseas markets where business is 
still available from such sources the 
same circumstances prevail.” 

Mr. Sloan devoted a part of his 
message to a dissertation on the 


value of technological progress, 
which he said is responsible for 
high wages in the automotive in- 
dustry. Only continued advances 


can compensate for the high wages 
and short hours prevailing in the 
industry, he warned. 

Mr. Sloan said that 1939 earnings 
of GMC amounted to $183,290,000, 
of which $32,374,000 has been paid 
to 372,000 holders of common stock. 
|The company’s policy is to pay 
|small dividends early in the year, 
increasing the disbursements as 
time passes. 


WLW to Put News Room 
in View of Visitors 


When changes at Station WLW, 
Cincinnati, are completed, visitors 
will be able to observe activities in 
the news room through glass par- 


titions in the main lobby. The 
room will house the staff of nine 
men under William Bailey, news 


|editor, and the news machines. The 
latest addition to the staff is Charles 
Thois, a newspaperman of 20 years’ 
}experience in Cleveland, Cincinnati, 
| Galveston and Chattanooga 


Adds Hoosier Institute 


Hoosier Institute, Chicago, pub- 
lisher of a course in short story 
writing, has appointed Vanderbie & 
| Rubens, Inc., Chicago, to handle its 
|advertising. Magazines will be 
|}used, with newspapers and radio to 
| be added later. 


Goodyear Appoints J-W-T 
| Goodyear Tyre & Rubber Com- 
|pany, Ltd., Great Britain, has ap- 
,pointed the London office of J, 
Walter Thompson Company to di- 
rect advertising for all its products. 
The 1940 schedule will be released 
this month. 


San-Nap-Pak to Lefton 


San-Nap-Pak Mfg. Company, 
New York, has appointed Al Paul 
Company, New York, to 
direct promotion of San-Nap-Pak 
und Lydia Grey cleansing tissues. 


(advertisement ) 


Poll Honors to NBC 
Red Network 


New York, March 15.—In_ the 
various program and_ personality 


popularity poll recently conducted 
by the New York World Telegram, 
Cleveland Plain Dealer, Fame, 
Radio Daily and Motion Picture 
Daily, the NBC Red Network was 
an overwhelming victor 

Not only did this network win 
most of the honors in general classi- 


fications but was also out in front 
with the majority of favorite pro- 
grams 


From Red Network headquarters 
in Radio City comes the report that 
while network officials are proud of 
the victory and thankful to the 
voters and sponsors responsible, they 
nevertheless have taken it in stride 
Winning these polls is not exactly 


new for the Red. Ever since net- 
work broadcasting began most of 
the leading day and nighttime 
shows have been aired by this net- 
Work 


Boye 
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in .) 0 ors nadiaiasiie am sil Gules almealiel John A. Goellner has been elected - *-s A. Holt, chairman; J. B. McLaugh. 
assistants see a west adverusing president of the Monarch Metal First Advertising lin, commissioner of agriculture B 
. mail before it is disposed of. Only | Weatherstrip Corporation, St. Louis, i _ Burr H. Simpson, state road com. 
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only one doctor said that all ad-|was elected vice-president and gen- Charleston, W. Va., March 13.— of the conservation piece oat nd 
° . vertising matter is discarded with-|eral sales manager; George Oliver The State of West Virginia has c.. ie Tallman, a ent of , 
0 irect al ab cuamaieaiaae Carpenter, vice-president, and , ned the fist ebvesiiiinn eum the department of safety. | . 
adie Harry C. Albrecht, secretary-treas- | UNC ea wie Eis eave . Williamson Associates, Charleston 
ane 7 urer. ae eS om ee ee advertising agency, is in charge of 
Chicago, March 14.—The volume | “pg; ; a, space emphasizing the state's Incus~ | the campaign. 7 
of direct mail used to cultivate ee Joins McLaughlin Agency a een an ee | ee 
business from doctors is far smaller |t, {he New York Daily Mirror in| Ada Lillian Bush, who has been | Pearing in ee sv ecturers’ Reo. Radiator Co. Appoints 
than is generally supposed, accord-|the Hearst annual photographic | with the Bureau of Foreign and Do- March issue of Manufacture tomes Sedleter C 
ing to the findings of John E. Jeuck, | competition for 1939. The news-|mestic Commerce, United States crd, and April issues of Fortune, P srt sam a ia ll ee, 
holder of the Murray Breese Asso- | paper won the Hearst cup for hhav- Department | of Se National Geographic and Nation’s me in eS a * Gustn — 
ciates Research Fellowship in the |!2& me Ney illustrated paper” for | ‘atage Povce4 greets et sae | Business. a 7” ' Pittsburgh, as its advertising agency. 
. ; : the year, and two Mirror photo-/lin and Associates, Washington, The last West Virginia legislature : Dy ‘itioni . 
School of Business, University of graphers, Daniel McElleney andj|D. C., advertising agency, as vice-| ropriated $25,000 a year for two | Heating and air con eT eens i- 
Chicago, which were reported in| William Stahl, won first and third | president. She has been a consult- shat oP hae ; y mi ta | cations will be used. . L. Redden ' 
. er , i Seager ; 95 |; nani » nroble .| years to publicize the state and cre- | jg advertising and sales promotion 
the Journal of Business, published | prizes respectively of $100 and $25/|ant on consumer problems and eco —s : iin ebeniiieiens 5 lane . the commen 
by the university. Murray Breese | for individual honors. nomic analyst. ate a publicity commiuss manager 0 e company. _ 
Associates, New York, also an- 
nounced that the fellowship is be- 
ing continued during 1940. 
Mr. Jeuck found that for the en- 
tire group of doctors cooperating 
in the survey, the average number 
of pieces of advertising mail re- | ia 
ceived during a week was 23.1, or | 
about 4 pieces daily. This figure . 
included postal card  advertise- : 
ments, as well as sealed and un- | = 
sealed envelope mail. Of all pro- 
motion matter received, postal 
cards amounted to slightly less 
than 15 per cent. Since it was im- 
possible to tell whether or not postal 
cards received any attention at all, 
they were omitted from the re- 
mainder of the analysis. 
“The 208 doctors included in the 
study,” the researcher reported, 
“received an average of 19.7 pieces 
of advertising literature a week, ) 
excluding postal cards, of which a 
some 14 pieces were of a pharma- | 
ceutical nature, three pieces of a 
miscellaneous medical character, 
and the remainder were classified 


as extraneous—assorted non-medi- 
cal literature.” 


Wide Range Found 


Sharp variations were noted in 
individual cases, some doctors re- 
ceiving as little as three pieces of 
promotion weekly, others as many 
as 44. About 25 per cent of those 
studied received 14 pieces or less 
per week, while slightly more than 
one-half received 19 pieces or less 
per week. Another one-fourth re- 
ceived 25 or more pieces weekly, 
and less than 15 per cent received 
a many as 30. 


lected in which to carry on the 


“These figures are much lowe ° 
ic ak a eaieek te tad” ORE Don Juans of the manufacturing warm, your response eager. And here a 
said Mr. Jeuck. “The prevailing F : . P f h @ 
ee a See Sees game are eyeing the rich rural market single magazine covers the cream of the J 
grea ea more aavertising mal 
than these figures indicate. It is ’ . . ° . 
reported that counts have been today than ever before. And they’re right! entire field ... a job no combined group of : 
made which run as high as 600 ; ¥ P ? d 
~- sort git agereelll-g_lliamaaaaeliaal More retail purchases are being made by _ general publications can do. j 
“Not a single case was encoun- — ° ’ : é 
tered in this study in which such a people living in towns under 10,000 and on So woo ’em on their own front stoop i 
figure Was even approximated ' e ioe . ; a 
ee eee Se eee Oo farms, than in all the big cities put together! through Country Gentleman, their own 
an ireprese é re Trio as se- 
study. However, the fact that the In fact, the needs of agricultural com- specialized business paper. For in 2,000,000 : 
figures used are the _ results of P re h h . 
a ee ee munities account for 40¢ of each national Grade ‘A’ homes... homes that match any | 
Imes, eacn oO a minimum o our 
anes weeks’ duration and each made a . . o ; , 
= Siisaieh cmains af he four, nde dollar spent at retail. others in the nation by any yardstick you ¢ 
- to minimize the danger of having . ? P ~y ° } 
chosen an atypical period. There at’ re are special sellin can devise... Country Gentleman is so much 
is also the possibility that the doc- What S more, the ea Pp 8 ; 
ciansiiee. ‘tuate te cotaien eben advantages in this specialized market. a member of the family that all other publi- 
the group, however, which would “ P : 
gg Hoody ecashtg acne alge oso Here you don’t find buyers calloused by too cations automatically become merely week- “ 
“pe, ae is plasec in any particular direc- ; ; . ? , 49 \ 
7 a sinieds much competition. Here your reception is end tourists by comparison. Like to try it. ’ 


The researcher also found that 
doctors pay close attention to the 
promotion they receive, regardless 
of type The percentage of each 
opened was as follows: pharmaceu- 
‘Se tical, 82.35; miscellaneous medical, 


Pe 85.37: total medical, 82.88: miscel- 
4 laneous extraneous, 81.99: all mail. 
7 82.78 


The results of the survey indi- 
cate that the great bulk of direct 
mail is opened, either by the doctor 
himself, or by an assistant. About 

ge one-half of the doctors included in 

= a the study employ one or more as- 
= sistants Of this group, slightly 
more than one-third allow their as- 
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Restaurants Ask 
Breweries to End 
Food Invitations 


tilwaukee, March 13.—Providing 
free food and drink to visitors by 
\liiwaukee breweries has aroused 
Milwaukee chapter of the Wis- 
consin Restaurant Association to 
point where it has passed a 
-olution condemning the practice. 
+ least the practice of the brewers 
ot posting signs in public places an- 
rouncing their hospitality is pro- 
sted. The resolution says: 
“hereas, the Milwaukee brew- 
ries are now engaged in an unfair 
ctice of giving away free food 
and beverages to special groups, 


—-— 


transients 


convention delegates, and visitors, 
and 

“Whereas, the Milwaukee brew- 
eries are also inviting visitors and 
to their breweries by 
numerous signs which are conspicu- 
ously displayed in railway, bus and 
boat terminals, directing visitors 
and transients visit the brew- 
eries, and 

“Whereas, this practice consti- 
tutes a source of unfair competition 
to legitimate restaurants which are 
customers of the breweries, 

“Be it resolved, that the Milwau- 
kee Chapter of the Wisconsin 
Restaurant Association suggest to 
the Milwaukee breweries and mem- 
bers of the Milwaukee Brewers’ As- 
sociation that they discontinue their 
unfair and unjust practice and that 


to 


they remove printed 
from railroad, bus, 
terminals.” 


invitations 
boat and ail 


Muir Joins Agency 

Bryce R. Muir, for the past 15 
years advertising and general sales 
manager of the Ford Motor Com- 
pany of Canada Ltd., has been ap 


pointed managing director of the 
Benison Company Ltd., Montreal 
advertising agency, with offices in 
Montreal, Toronto and Vancouver 
He succeeds the late Lionel J. W 
Benison 
Getchell Expands 

J. Stirling Getchell, Inc.. which 


handles Plymouth and DeSoto ad- 


vertising, is enlarging its Detroit 
office and adding ten men to the 
staff 


. 

Name NAB Committee 

A new sales managers’ committee 
of the National Association of 
Broadcasters, under the chairman- 
ship of William R. Cline, commer- 
cial manager of WLS, Chicago, has 
been named by Neville Miller, 
president. A_ steering committee 
also was chosen to meet occasion- 
ally with Samuel J. Henry, Jr., of 
the Bureau of Radio Advertising 
and other NAB staff members. 


Pushes New Battery 


National Carbon Company, Inc., 
is using newspapers in New York, 
Chicago, Philadelphia, Los Angeles, 
Detroit, Baltimore, Boston, Pitts- 
burgh and San Francisco to an- 
nounce a new Eveready Mini-Max 
“B” battery for portable radios 
J. M. Mathes, Inc., New York, is 


the agency 


# 
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* 


OLD AGE STORY 
= (= 


HAD TO WAIT 


4 YEARS 


TO CIVE YOU THIS 


Now Cleamore Silver 
Label has reached 
the bonding age bet 
still comes at 90 


proof for mildness. 


KENTUCKY 


ee 


= PRICES 
= GO HERE 


Pour 
Glenmore 


. You gel more 


| Now Glenmore Silver Label is four years 
| old, and copy in 105 newspapers and 
| three national magazines will plug the 
| old-age theme. D'Arcy Advertising 
Company, St. Louis, is the agency. 


‘Children Get 
Pledges, Packer 
Cashes Them 


St. Louis, March 14.—The St 
Louis Independent Packing Com- 
pany is using children to get 
pledges of purchases from house- 


wives, relying on sales promotion to 
induce the women to make good on 


their promises. The medium is a 
daily radio program, “The Black 
Flame of the Amazon,” over Sta- 


tions KWK, St. Louis, and KWOS, 
Jefferson City, Mo. 

Under the rules of the contest, 
the child gets an entry blank from 
his meat dealer. He must fill the 
blank by getting five housewives to 
sign their names and addresses, as 
well as those of their meat dealers, 
in spaces provided for this purpose 
Each signature represents a prom- 
ise to buy a Mayrose ham for Eas- 
ter. When the child has filled out 
| one blank and mailed it to the com- 
pany, he receives a free pocket 
| knife. During the second week of 
the contest, a dollar bill will be 
given away every evening to the 
boy or girl who sent in the most 
entry blanks the preceding day. 
| The winners are named over the 
air. 

In the usual course of events, 
many of the women who signed the 
pledges might forget to fulfill them. 
The packing company believes it 
will cash a large percentage of the 
names through the use of a post 
card acknowledging the pledge and 
advising the recipient that her 
dealer now has a stock of Mayrose 
hams. 

The youngsters enter the contest 
| free, since the Institute of Ameri- 
can Meat Packers prohibits any 
contest requiring purchase of prod- 
ucts. 

Gardner 
| handles the 


Advertising 
account 


Company 


Appoint C. E. Phillips 
Advertising Manager 


| C. E. Phillips, for ten years local 
| advertising manager of the Morning 
| Star and Register-Republic, Rock- 
| ford, Ill., has been appointed adver- 
| tising manager of these newspapers 
/to succeed the late Russell Chap- 
‘man. Mr. Phillips is vice-president 
of the Newspaper Advertising 
| Executives Association. 

Richard G. Lundgren has been 
named national udvertising man- 
| ager of the two newspapers and 
Jack Price has been added to the 
national advertising department 
staff. 


| Edelbrau in Newspapers 


Edelbrau Brewery, Brooklyn, will 
luse newspapers to promote its 
;canned beer and ale this spring 
The containers will be designed by 
Gustav Jensen, industrial designer 
McCann-Erickson, New York, is the 
agency. 
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Tax Collectors 
See Benefits of 
Wine Promotion 


San Francisco, March 12.— The 
wine industry has given the federal 
government a little lesson in the 
economics of marketing, it was re- 
ported at the annual meeting of the 
Wine Institute here. By strenuous 
effort, the wine producers induced 
the government to reduce the tax 
from 22 cents a gallon in 1934 to 8.5 
cents. As a result of the lower 
price, and the broader market cre- 
ated by advertising, government 
revenue from this source increased 
from $6,000,000 in 1934 to $87,700,- 
000 in 1939. 

Consumption increased 17.5 per 
cent last year, Harry Caddow, sec- 
retary-manager, said, the gain 
amounting to 9,580,000 gallons over 
1938. Mr. Caddow attributed the 
jump chiefly to the $2,000,000 ad- 
vertising campaign launched by the 
Wine Advisory Board late in 1938 


| 


under the direction of the State | 
Agricultural Department. The bene- | 
ficent results have been shared by | 
36,000 grape growers of California, 
as well as by the wine industry 
itself. Almost 74,000,000 gallons 
were produced and sold last year. 
The advertising is handled by J. | 
Walter Thompson Company. 


Issues Color Book | 

More than 72 colors are shown | 
with screen values in a color speci- 
men book, compiled as a combina- 
tion folder and wall chart, just re- 
leased to the letterpress industry by 
Fuchs & Lang Mfg. Company, 
division of General Printing Ink | 
Corporation. Characteristics and | 
working properties of each ink are | 
catalogued. 


| 
} 


MBS Plans 1940 Drive 


Mutual Broadcasting System has 
scheduled a new series of advertise- 
ments for its 1940 campaign. Busi- 
ness papers in the advertising, radio 


and sales management field will be | 
used. George Bijur, New York, has 


the account. 
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Getting Personal 


Frank A. Conolly, merchandise mgr., Oakite Products, always 
launches his seasonal sales drives with a fanfare that sends his men 
back to the firing line with the old do-or-die spirit. His spring party 
this week had a circus motif, which is only natural since Frank is a 
member of the Circus Saints & Sinners. . . 


Katharine Fisher, director of the Good Housekeeping Institute, 
has just returned from a Florida tour. . . Al Rose, sales promotion 
director of Station WMCA, New York, is vacationing before switch- 
ing to a new job as promotion mgr. of Electrical Manufacturing. . . 

John P. Young, a.m., Armstrong Cork Co., turned author to write 
an article for Executive Service Bulletin. . . Phillip E. Wilcox, a.m., 
Keuffel & Esser Co., started something when he spoke on “Winning 
Recognition in Your Organization” before the Industrial Marketers 
of New Jersey. Six other chapters of N.I.A.A., the first of them TPA 
in New York, immediately signed him up for speaking dates. . . 

Add to the list of winter sport enthusiasts who have come to 
grief the name of Clayton H. Earnest, publisher of Outdoors and Open 
Road for Boys, who is hors de combat with a broken leg as the result 
of a skiing mishap... 

Arthur Clapham, Johnson & Johnson prexy, has bought a 247- 
acre farm which he intends to use as a summer home. . . William 
D. Nugent, Jr., was given a royal sendoff by Boston associates at a fare- 
well party to mark his departure for Chicago to become ass’t nat’l 
a.m. of Sears, Roebuck & Co. He has been in charge of promotion 
for Sears stores in Beantown. His father, W. D. Nugent, v.p., Media 
Records, was among the 200 attending the dinner. Linus Travers, v.p., 
Yankee Network, was toastmaster. . . 

William H. Johns, board chairman of BBD&O, is a banker in his 
spare moments. He is v.p. of the Bayside National Bank on Long 
Island. . . Stanley Resor, president, and Arno Johnson, director of 
research, J. Walter Thompson Co., wrote a chapter on the unemploy- 
ment problem for “The New Outlook in Business,” a new Harper & 


Bros. book. . . 
Vincent Richards, mgr. of the sports dept., Dunlop Tire & Rub- 
ber Co., did his bit for Finnish relief the other night by pairing with 


his long-time tennis partner, William T. Tilden, 
professional tennis exhibition matches. 
racquet although his days as a 
years behind him. 

Wm. B. Remington, agency of Springfield, Mass., threw a dinner 
meeting for clients at which John H. Van Deventer, president of Iron 
Age, and Donald M. Hobart, mgr. of Com’! research, Curtis Publish- 
ing Co., were guest speakers. . 

Harry H. Gould, research mgr., This Week, has bought a new 
home in Scarsdale. . . Gilbert H. Williams, copy chief at Federal 
agency, has just returned from an extended trip, while Harry H. 
Barnhart, copywriter on the Eastern Air Lines account at Federal, is 
on a flying trip to Mexico City. . . 

The Fifth avenue showcase of Pirie MacDonald, famous men’s 
portrait photographer, which for many years has been a gallery of 
Who’s Who, is now featuring the pictures of C. M. Chester and Clar- 
ence Francis, board chairman and president, respectively, of General 
Foods. . . 

Bill Benton, vice-president of the University of Chicago, insists 
that he has not taken leave from the university, and does not con- 
template doing so. He’s just advising and consulting with his old 
partner, Chester Bowles, and his Yale classmate, Ralph Ingersoll, 
in the launching of New York’s new evening paper, he says... 

Among the Capper boys who have recently been sunning them- 
selves in the Southland are Sol Berberick of the Chicago office, who 
with Mrs. Berberick split a couple of weeks between Daytona Beach 
and Miami, and Ned McCormack, admgr. of Capper’s Farmer. Mr. 
and Mrs. McCormack took it easy at Biloxi for several weeks. . . 

Research romance: Marian Nolan, for many years with Market 
Research Corp., and Bill Ricketts, N. W. Ayer researcher, have a 
personal merger slated for March 21 in New York, after which they’ll 
fly away to Bermuda. Both helped found the Chicago chapter of 
American Marketing Association. . . 

Adolph Wiedemann, promotion manager of the Philadelphia Eve- 
ning Bulletin and president of the Poor Richard Club, is wooing con- 
valescence after a prolonged illness. . . Fox Case, Columbia broad- 
casting official in Hollywood, has been appointed to the California 
State Board of Agriculture by Gov. Culbert L. Olson for a four-year 
term... 

Fred McKittrick, publisher of McKittrick’s Directory of Adver- 
tising, N. Y., is spending the month of March at Miami Beach... 
Original cartoon announcement cards, an office party and numerous 
phone calls announced the arrival of the first-born of Bill Johnston, 
new layout man at Young & Rubicam, Chicago. The new arrival’s 
name is David Wallace. . . 

Ernest Hoftyzer, advertising director of Hearst papers in Bos- 
ton, has been honored with an award of the carnation by the Jewish 
Advocate, Boston. The award is made periodically to Boston business 
men who have been of signal value to the community. . . Jack Laem- 
mar, Chicago manager of Blackett-Sample-Hummert’s radio contract 
department, is vacationing in Phoenix, with Manager Fred Palmer of 
Arizona network piloting him safely through the state’s scenery. . . 

Sidney Wells, art director of McCann-Erickson, Inc., Chicago, 
headed a cast of ten which staged a one-act tragedy, “Deadline,” at 
Art Center Chicago Feb. 29. . . Dr. Orestes H. Caldwell, editor of Radio 
Today, discussed “Twenty-Seven Electronic Aids to Advertising,” 
during NBC’s Magic Waves broadcast Saturday afternoon, March 9, 
when he followed the Metropolitan Opera over a coast-to-coast net- 
work of 100 stations. . . 

Manchester Boddy, publisher of the News, stated the case of 
newspapers at the annual newspaper day staged by the Los Angeles 
Advertising Club, which drew over 500 advertising men. . . 

Howard W. Klippert, manager of the Catholic Courier, of 
Rochester, man of many talents, displayed a new one with an exhibit 
of water colors at Rundel Memorial Library. Hitherto, his friends 
regarded him merely as an authority on business administration. . . 

John T. Barrons, advertising manager of the Kansas City Star, 
has won a promotion in an extra-curricular field. After ten years on 
the board of Research Hospital, he has been elected president. . . 
M. B. McNab, business manager and secretary of the Omaha World- 
Herald, was showered with gifts the other day on the completion of 
30 years with the paper. One was prefaced: “It is pleasing to realize 
that the 30 is really not ‘30.’” . 

Accompanied by Mrs. sriffiths, George H. Griffiths, president of 
Hardware Age, New York, is enjoying a vacation at St. Petersburg. 
y 


in one of a series of 
Vinnie still wields a wicked 
famous internationalist are many 
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Kellogg Offers 


——— Packaging Plan 


to Food Field 


Battle Creek, Mich., March 14— 
An interesting sidelight on the Op- 
erations of a successful food many. 
facturer was revealed this week as 
the Kellogg Company announced 
that it will make its Top-Seal pack- 
aging method available to other 
food manufacturers, exclusive of 
those in the cereal field. The com. 
pany has issued a portfolio, “Better 
Protection at Less Cost,” which ex. 
plains its patented system in detail]. 

Kellogg uses a heat-pressure-folq 
idea, the closure being made on the 
inside wax bag after the package 
has been filled and the bag and con- 
tents are inside the carton. It be- 
lieves the idea is applicable either 
where the product is packaged dry 
and needs to be kept dry, or where 
the product is moist and needs to 
be kept moist. While lowered pack- 
age cost is said to be one advantage 
of its system, flavor protection and 
improved sales display value are 
others. 

The last is not least, the company 
believes. Its portfolio shows a con- 
trast between the old Kellogg pack- 
age, where advertising value was lost 
or obscured by the outside wax 
wrapper, and the present one, where 
the bright display appears in its ful] 
beauty by virtue of the elimination 
of this outer wrapper. 


Artistic Foundations 
Begins Spring Drive 

Artistic Foundations, Inc., New 
York, has launched a campaign for 
Flexees using 15 magazines and 45 
newspapers, in addition to rotogra- 
vure sections in 30 newspapers. 
Photographs of leading New York 
models are used in the copy, which 


features seven individual figure 
types for corsets. 
Insertions are appearing in 


Glamour, Good Housekeeping, Har- 
per’s Bazaar, Ladies’ Home Journal, 
Life, Mademoiselle, McCall’s, The 
New Yorker, Playbill, Vogue, and 
Woman’s Home Companion and the 
following Canadian magazines: 
Canadian Home Journal, Chatelaine, 
Maclean’s Magazine and Mayfair. 
Business papers are also being used. 
Hirshon-Garfield is the agency. 


Drops “PM” Rights 

All rights to the name PM hav« 
been relinquished by the PM Pub- 
lishing Company, publishers of PM 
magazine, a graphic arts publica- 
tion, to Publications Research, Inc., 
which plans to publish an after- 
noon and Sunday newspaper in New 
York with that name. The graphic 
arts publication will be known as 
AD, beginning with the April-May 
issue. 


Discusses Newspapers 


A new book on “The Modern 
Newspaper” by John E. Allen, edi- 
tor of “The Linotype News” and 
author of “Newspaper Makeup,’ 
will be published in April by Har- 
per & Brothers. Modern typography 
and methods of news presentation 
are discussed. 
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HILARITY REIGNS AT AGENCY PARTY Brewery Issues cooperation,” and 


author of the plan, has provided 


is as convincing as it is cooperative. | distributors who 


stitute for table-pounding,” is well | tation.” 
|revealed by its separate headings 
There are brief, easily read dis- 


control record,” “Driver-salesmen, | ts account. 
plan your day with a route book,” 


sale advertising,” “Tell your cus- | 
tomers and friends about the adver- 
tising campaign,” “The method of | Johnson 
|paying driver-salesmen that gets | Worth, Tex. 


so on through Outline Advertising 


every phase of wholesale operation 


Sales Book to States Sales Expectancy 
Assist Outlets As a part of the 


Foley has also prepared and mailed 
Louisville, Ky., March 13.—Frank | to each distributor a letter dealing|run in business, power and home 
Fehr Brewing Company is sitting directly with sales expectancies in| building magazines. This was the 
in with its wholesalers in a sales each market. This letter gives each | information given 1,500 salesmen of 
control and sales management pro-| wholesaler the formula for sales|the company at a Cleveland con- 
gram which is unique because of | quotas in his market, being based | ference by Joseph Gerber, head of 
the enterprising way the whole sell-| on per capita sales of Fehr’s beer | J0S¢Ph_R. Gerber Company, Port- 
ing picture is being brought home|} from an average of 
|to distributors. T. J. Foley, direc- | 1. Where Fehr’s is the leading seller: 
tor of sales and advertising and|2. Where it is the third seller: 

~. 


_“Merchandise and place point-of- Barden to Direct Radio 


for Iron Fireman 

Newspaper space for Iron Fire- 
man Mfg. Company for the coming 
| year will be increased from 50 to 
| 100 per cent and campaigns will be 


program, Mr. 


land, Ore., which handles the ac- 
count. 

Dealer aids will include 24-sheets, 
direct mail, radio copy and other 


three markets 


Where Fehr’s ranks fifth in sales. | materials. A new lower-priced 
each wholesaler with a _ 20-page Mr. Foley reports that “our book |stoker is being introduced by the 
copyrighted, illustrated book which| has been enthusiastically received |company for homes in the $3,000- 
deals with every phase of the prob- | all along the line and has brought $5,000 class, which represent 29 per 
lem in a simple, direct style which | us many letters of appreciation from cent of the national housing market. 
have overlooked | &. 
The book, which is referred to by | numerous points in their set-up, all Cut Sales Tax Return 
Mr. Foley as “a constructive sub- | of which are covered in the presen-| Michigan’s retail druggists will 


suave well over $100,000 a year as 
the result of a new ruling by the 
state board of tax administration 


cussions of such topics as “Who are Names F. W. Prelle permitting them to deduct 50 per 
my customers and prospects?” “How Connecticut Ice 
many trucks are required to service | Association has appointed F. 

‘the trade?” “Distribution and sales | Prelle Company, Hartford, to handle 


F cent of their total volume of physi- 
Manufacturers | ¢jans’ prescriptions each month 
when computing their three per 
lcent sales tax returns 


Announces Display Service 


N. A. Bernstein, formerly associ- 


Frank O. Barden, Jr., has been | ated with Philadelphia Display 
|appointed radio director of the Hi| Service, has organized the NAB 
advertising 


agency, Fort} Display Service, with offices at 2203 
| Fairmount avenue, Philadelphia. 


Pettingell & Fenton, New York, early in 
March. Tugging at either side of Mr. 


Pettingell, agency principals. Below, a 
more sedate foursome of quests: Marvin 
Hicks, Eastern advertising manager, Ad- 
vertising Age; Mr. Pettingell; Frank F. 
Soule, advertising director, Vogue and | 
House & Garden; and Wm. C. Stowell, 
advertising manager, Glamour. To the 
side are Alice Hughes, King Features; 
C. Raymond Bowen, advertising direc- 
tor, The New Yorker; and Monroe 
Greene, advertising manager, New York | 

Journal and American. 


IF IT’S YOUR JOB to produce result-getting 
broadsides and folders, you should have this 
new Hammermill portfolio. You'll find it a 
valuable aid on every offset piece you turn out. 


HERE’S WHAT this portfolio brings you: top- 
notch offset jobs produced for a dozen different 
advertisers . . . folders, magazine inserts, cata- 
logs, broadsides . . . outstanding examples of 
direct advertising . . . 1-color, 2-color, 4-color 
work . . .“‘different”’ treatments in layout and 
design . . . a warehouse of useful new ideas. 


OFFSET 


BY THE MAKERS OF HAMMERMILL BOND 


| WANT SOME NEW 
nel! Nay lore ccrn slr ee D ‘ R kc CT MAI L z D EAS ? 


Gabe are Fleur Fenton and Atherton Here’s a portfolio of offset jobs that clicked! 
~<a — 


~ HAMMERMILL_ 


; 
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e 


ALL THESE JOBS are offset lithographed on 
Hammermill Offset Paper. See for yourself the 
fine reproduction it gives you: brilliant, spar- 
kling color work . . . rich, lifelike halftones. . . 
readability of even the smallest type. And note 
that the finishes are alike on both sides. You 
can print economically, work and turn. 


GET A COPY of this portfolio. Use it as an idea 
generator in planning your next offset piece 

. aS a paper selector when the job goes into 
production. Mail coupon now. 


(Please attach to company letterhead) 
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i bb Hammermill Paper Co., Erie, Pa. i 
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Among the six successful career 


he should not publicise its efficacy 
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/and “oomph.” He believes that the | SEXY COPY KEEPS TATTOO ON MANY LIP 
: — asm ys Tattoo Offer of a Tattoo will help women reach | S Al 
a ardrobes ° A women |this goal, and saw no reason why tink 


women of Philadelphia whose Eas- 
ter wardrobe selections were used 
in advertising of Strawbridge and 
Clothier, Philadelphia department 
store, were Clara H. Zillessen, ad- 
vertising manager of the Phila- 
delphia Electric Company; Anna 
Schlorer Smith, secretary and treas- 


‘That Sexy Look’ 
Skyrockets Sales 


Chicago, March 14.—-A little ex- 


in this direction. 
Women Go Native 
The new frankness of Tattoo 
coincides with introduction of a 


de luxe model, which will sell at 
49 cents, compared with the old 


New Lipstick 


gE 


mouth That Sexy Look 


urer of Mrs. Schlorer’s, Inc.; Mar- ' , , ' a ,| price of $1 for the same size. Ac- | A\ j F 
aavet Lukes Wise and Clare Bell periment in feminine’ psychology 


Thompson, advertising women and 
co-authors of “We're 40 and We Did 
Get Jobs.” 


Distrib- 
selected newspapers 
Tattoo lipstick has 


conducted by Associated 
| utors, Inc., in 


in behalf of 


companying the ‘deal’ which is in- 
ducing the trade to stock and dis- 
play the new lipstick is a four-color 


The only restrictions on the| yielded such eminently satisfactory |Ccounter card indicating that either | . 
selections for Easter and spring out-| results that the campaign will be |@ blonde or brunette may hope to | N 
fits were that they be suitable for| .xtended to magazines. Test copy | @chieve new fascination by the use | Pr 
uae’ seek’ wat — the | described Tattoo as the “naughty” | of Tattoo, and bearing this legend, | lees 
expenditures could not be more lipstick which endows women with “Stolen for you— the native lure of | Stolen from a ae 
than $100 each. | c . “SES ces ae TI = ‘d | ners 
su iiieaiieatbcisin that “sexy” look. Norman J. Phelps, | Sexy South Sea lips. a cas South Sea Dancer... cons 
Matteson-Fogarty-. i ’ _ | lists five more conventional claims: “ 
Issues 1939 Proofbook jof Matteson-Fogarty-Jordan Com-| 1s"... elon  eetbeel The Secret of More ones 
; : : fs pany, the agency in charge, said|“Extra smooth, extra softening, the 
Eye Catchers, Inc., New York, has! thot the sales chart shot upward in | eXtra lasting, extra lustrous, extra Exciting Romance Hou 
issued a volume containing all 1939 ' ; in Man week Tame a value.” pi 
proofbooks bound in one book for|SP!te of the fact that “sexy” can- | A leree list of women’s mage- for YOU! den 
readv reference. The volume con-| not be found in any dictionary | #& large st 0 . $ “ pect 
tains more than 1,200 picture sub- Wise men have been baffled | Zines will carry somewhat the same mer 
jects and is sold only to Eye Catcher | through the ages by the mental | copy in fractional pages which will Lick your lips...ceally wer chem pre: 
subscribers. processes of the female of the | assure readers that potent charm see how sexy this makes them par" 
a Se ispecies and Mr. Phelps does not lis now within the reach of all. look. But, of course, you can't A 
Johnson Promotes Norman flatter himself that he has solved spect do ~ _—" ‘. « — oa witl 
F. S. Norman has been promoted | this eternal riddle. In common  ataseihs seroiy woetpaboastel 9a Lea 
to the position of business manager | with other students, however, he | Atwood Names Hoyt ee ae cumaiany eRe emt 
of Robert L. Johnson Magazines, |}... peen impressed by the frenetic |, 4*¥004 Grapefruit Company, yeh hedge Ne Apes per Sea par 
Inc., New York. O. E. Caroe has] *' ae F acess Ps, h “|New York, has appointed Charles reves! vivic 2 coloring ane 
resigned from Town & Country to searc 1 of the fair sex for the =e Ww, Hoyt Company, New York. to that naturally has a wet, shimmering, Ahi 
join the advertising staff. terious qualities described as “it” | handle its account. sexy look without actually being wet ™ 
; at all. We've stolen her secret and of 
eel 3 putit in the New de luxe TATTOO lip Find Your Most adv 
BR S ] li t . ] t t t e, stick —for you! Apply it... see how Romantic Shade Here h 
a ae richly red—how wet-looking—how ROSE DAWN =a real hot pink 
=e, ; a esmen COO Ing elr ee S a e ga e ba it glistens how soft how glor pint BED — the most shocking ACTUAL SIZE SENT ~ 
. : . red-red we ve ever se — des 
soar ously feminine it makes your mouth ORCHID~a really extravagant ~ } oes 
And it Stays this way! Of course laa ge tora . + 
Brother, that works both ways! ii swiormis wonderful new ip, Saher spo 
stick Just send the coupon ( the stores pa to k F ate og poe be sain cha 
don't have it yet) and we'll mail you NATURAL— a teal blood-red ey gro 
: . - , . a he big New de luxe T llus- rt Epa bced meal A A i 
One of the outstanding advantages of adver- readers hands. They found that subscription, peste, Renagedye thoes oo x shi 
ye ‘ - 4 i ‘ ee trated here, postpaid — immediately persona nog pul 
tising is that it can get past all barriers to the instead of being an assurance of readership, is | select your most romantic shade in very temine, hike woraeo's apI 
man at the head of a department or a business. only an unnecessary obstacle to controlled and the column at the right. Be sure (0 ask magic black nthe sick = on 
3 oer : mark it in the coupon. on your lips oe ca 
the man who casts the final and deciding vote selective coverage. ini 
on the purchase of equipment. Sicncida, aliens. sais oe “4 nae en’ 
And they made a clean break with tradition. eres plenty of oomph an associated appeals in current copy for Tattoo 
I h ele le os i et ; , = q “ hagler : : . : lipstick, with glamor and romance all over the place. 
n other words, it can do what in so many They spent their funds on improving editorial 


cases, the salesman cannot do. matter, on scientific list building and accurate | | 

é A § : . f ; ia} au in} 

a a a ae re oe control of circulation. And they built up a News” to Malcher Moore to Kastor ba 

e consistency when a ‘ ; , ; fl illic as . . ‘e, an ar ctor ‘ 

: , control of circulation as logical and effective William M. Mashbir, national . Loren C. Moore, an art direct I lig 

publisher approaches you on that basis . . . and , i leslie édinesiad lis i advertising manager, Philadelphia for Aubrey, Moore & Wallace, Chi- | 

° , . “eter ; and sound as controtled editorial appeal is in | Daily News, has announced appoint- cago, has joined H. W. Kastor & 

thereby implies that his subscription salesmen its field, ment of Virgil Malcher as Chicago Sons Advertising Company, Chi- | at 

can succeed where your product salesmen have representative. cago, as co-art director. Bf 
failed. 


Advertisers sampled the power of this new. 
thorough coverage . . . and found the results 
gratifying. The cautious experiment proved to 
be an amazing success. 


So glaring is this inconsistency that a group 
of business paper publishers decided to do t- 
something about it. > ee nue i deseanaageoneniet “ 
any ©. C. A. publication can give you startling 
facts on this score. 


They started with the basic premise of all 
business paper publishing. A magazine must 
be edited so as to be vital to the interests of 
the men it is designed to reach. 


You, too, are invited to investigate the advan- 
tages of thorough, controlled market coverage. | 
Ask the representative of the C.C. A. publica- 
tion in your field to tell you the whole amazing | 
story, 


They argued that if editorial matter is vital. 
it will be read... provided it is placed in the 


| 


THIS ADVERTISEMENT IS SPONSORED AND PAID FOR BY THESE LEADING C. C. A. PUBLICATIONS: 


Bakers Review Graphie Arts Monthly and Modern Machine Shop 
The Printing Industry 
Bankers Monthly New Equipment Digest 


PUBLICATION ARE DIRECTED SOLELY 
TO_THIS FIELD... IN ITS ENTIRETY! 


Hitchcock’s Machine Tool Blue Book 
Better Roads 
Petroleum Marketer 
Industrial Equipment News 
Combustion 
Badectricd Power Pit and Quarry Handbook : 


Compressed Air Magazine 


. — Jobber Topics Premium Practice 
Contractors and Engineers Monthly *Investigations have proved 
that a fleet smaller than ten 
vehicles does not constitute a 
buying unit, and is not large 
enough to justify 
the installation of 
shop equipment. 


, Liquor Store & Dispenser Progressive . 
Diesel Progress ’ - Progressive Grocer 


Drug Topics Machine Design Roads and Streets | 


Meat 


Dun’s Review Rug Profits 


Electric Light & Power Meat Merchandising Soda Fountain 


Mill & Factory 


Electrical Dealer Super Service Station 


Electrical Manufacturing 


9 Tires 
- ‘ Excavating Engineer Western City 
Fleet Owner What's New in Home Economics 
Golfdom Wood Products 
"ee | 


Me = CONTROLLED CIRCULATION PUBLICATIONS 
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ADVERTISING AGE 


All Candidates 
on Co-op Wagon, 
League Boasts 


Presents Quotations 
from Leading Figures in 
All Parties 


y York, March 14.—New proof 


mont, characterized by the co-op 
league as a Republican dark horse, 
is quoted as telling the New Eng- 
land Council last fall that “the co- 
operative movement has gone too 
far to turn back now. It is result- 
ing in and will further result in a 
changing economic. structure in 
America. The quicker this fact is 
recognized and all groups adjust 
themselves to the change, the 
quicker will purchasing power and 
prosperity be restored to all.” 
Secretary of Agriculture Wallace 
gets the following quote from his 
book, “Whose Constitution’: “In 
the economic world it is inevitable 
that more and more emphasis is go- 


competition. . . Producer coopera- 
tives are not enough. . . The coop- 
erative way of life must pervade the 
community, and this means there 
must be consumers’ cooperatives as 
well as producers’ cooperatives.” 


Quote the President 


President Roosevelt is represented 


by a sentence from his first message | 


to Congress: “We would encourage 
the slowly growing impulse among 
consumers to enter the industrial 
market place equipped with suf- 
ficient organization to insist on fair 
prices and honest sales.” 

For Senator Burton Wheeler's at- 


with the possibilities of the coop- 
erative movement for America. I 
return after a three months’ study 
abroad fully convinced that Ameri- 
can producers and consumers who 
have attempted cooperation are on 
the right track and cannot fail if 
they will heed the lessons which 
experience has taught in the coop- 
erative countries of Europe.” 


Sees New Social Order 


The “bandwagon” winds up with 
a quote from Norman Thomas, per- 
ennial Socialist candidate for Presi- 
dent: “The new social order will 
include ... the growth on one hand 


Haloid Increases 
Appropriation 60°/, 

Haloid Company, Rochester, N. Y., 
maker of photographic paper and 
equipment, has increased its adver- 
tising appropriation for the coming 
year 60 per cent after a 100 per cent 
increase in net profit last year, 
when the advertising appropriation 
also was increased 60 per cent. 
Publications to be used this year in- 
clude Business Week, Fortune, Mini- 
cam, Popular Photography, Time 
and other photographic and busi- 
ness Magazines. 

John B. Hartnett, advertising 
manager of the company, recently 
was elected secretary of the cor- 


| 
‘ 


| 


titude, the co-op league goes back | of farmers’ cooperatives and on the 
indeed, make] jing to be laid on the idea of co-|to a comment made “some years! other hand of consumers’ coopera- 


was adduced | operation as distinguished from free | ago”: “I went to Europe impressed | tives.” 
here today when spokesmen for the 


consumer cooperative movement in- 
dicated that, regardless of who is 
the next occupant of the White 
House, co-ops will enjoy presi- 
dential support. This glowing ex- 
pectation was based on recent com- 
ments on the subject by leading 
presidential aspirants of both major 
parties. 

Although offering the quotations 
without comment, the Cooperative 
League of the U. S. A. served to 
emphasize some of the inevitable 
paradoxes that creep into the utter- 
ances of politicians — utterances 
which will probably draw whistles 
of surprise from many a national 
advertiser and agency. 

Most surprising feature of the 
comments was the revelation that, 
despite the condemnation heaped on 
consumer co-ops by business 
spokesmen who have consistently 
characterized the development as a 
growing threat to private owner- 
ship and free competition, both Re- 
publican and Democratic bigwigs 
appear to feel that co-ops are a 
wholesome thing and not at all 
inimical to the welfare of private 
enterprise. 


poration. The account is handled 
by F. A. Hughes Company, Inc., 
Rochester. 


that politics does, 
trange bedfellows, 


< 


Quotes from Speeches 


Hailing the presence of all lead- 
ing candidates “fon the cooperative 
band- wagon,” the league high- 
ighted the following: 

Thomas E. Dewey, in an address 
at Lincoln, Neb., emphasized the 
need for extending the farm coop- 
erative movement as a means of 
“cutting down the cost of distribu- 
tion and getting the farmers’ prod- 
ucts more directly to the consumer.” 

Ten days earlier, speaking at 
Springfield, O., Senator Robert Taft 
said “the cooperative movement has 
made great strides and cut down 
the margin between producer and 
consumer. It should be encouraged 
still more by legislation and by 
sympathetic government _assist- 
ance,” 

Gov. John W. Bricker of Ohio told 
a rally of co-op members in Colum- 
bus recently that “if ever the eco- 
nomic and social problems of Amer- 
ica are solved ... it will be done 
by people joining hands and work- 
ing together with the same aggres- 
siveness, fortitude and pioneering 
spirit as characterizes you — the 
farm people of Ohio.” 


eommmaceaeneeirere=| “THE TIME HAS GOME“—rhe ap-man sain, 


THIS FAMILY SPENDS 


“to think of many things’. . . Of bids and bills and clients’ squawks—or an ad that 


174 MILLION 


> AYEARL 


Keach of through 


KFDM 


BEAUMONT, TEXAS 


really ‘‘sings.’’ . . . What economy is there in low price bids and high cost invoices; 


what peace of mind in re-etches, make-overs and deadlines made by a hair? What 


satisfaction? What security? . “Good 


Life and Collier's are colorful testimonials to the judgment of adver- 


. In almost every issue of S.E.P., Esquire, 
House,’ 
tisers who believe that a Rogers ‘‘bid’’ is a promise of experienced craftsmanship, 


of unfailing performance and an invoice that is never open to question... . For 


upwards of twenty years, many of these advertisers have regarded Rogers service as 


insurance for economy, satisfaction and security. 


OGERS ENGRAVING 


Adolph F. Buechele, President - 
2001 CALUMET AVENUE . 


It's very easy to obtain. 


COMPANY 


Master Craftsmen of Photo-engraving 
Phone CALumet 4137 . CHICAGO, ILLINOIS 


On the Air Full Time. 
Represented by 
International Radio Sales 


KFDM #B8C BLUE 
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March 18, 1949 


Advertising and Publicity 


Give Miami Its Best Year 


$82,000 Appropriation 
Helps Bring 2,000,000 
Visitors to City 


Miami, March 14.—The signposts | 


marking the city limits of Miami 


ought to read—but don’t—“the city | 


that advertising built,” for never 
did a community use every promo- 
tional tool at its command to attain 
national importance as successfully 
as has this one-time alligator-in- 
fested Indian trading post. 

Miami is just winding up its most 
successful season in history, having 
attracted an estimated 2,000,000 
visitors, despite the terrific handicap 


of unusually cool weather. The 
methods by which these results 
were attained form an interesting 


case history in the joining of adver- 
tising and publicity forces to estab- 
lish an area as a tourist center. 
Contrary to popular belief, Mi- 
ami’s budget for the winter season 
to advertise the resort through 
newspapers, magazines and direct 
mail was about four times the pub- 


| licity expenditure. By means of 
continued advertising for many 
years, the city has attracted enough 
attention to make it a genuine news 
source, rather than just another re- 
sort trying to get its name in the 
| papers. 


How It All Began 


Curiously enough, Miami’s tourist 
traffic which has bloomed into full 
flower this season following the out- 
break of World War II really began 
25 years ago at the beginning of 
World War I. 

In 1914, when the city had a per- 
manent population of about 7,500, 
the present mayor, E. G. Sewell, 
literally “passed the hat” to raise 
$3,000 to advertise Miami in North- 
ern newspapers as a fishing center. 
With foreign travel eliminated by 
the war, the resort attracted 2,000 
visitors that season. 

But World War II is hardly the 
complete answer to the  record- 
breaking 1939-40 season. Once 
again, foreign travel 


Hamilton Wright, Jr., director of publicity for Miami, and Mayor E. G. Sewell 
The grapefruit got in the picture by 
accident, of course. 


go over the city's promotion plans. 


— 


Americans visit foreign shores each 
year and Miami’s current season 
surpasses the previous record by 
some 350,000 tourists. 

Mr. Sewell was been the prime 
mover in the promotion of Miami 
from the very beginning. He was 


is out of the} present when ground was broken 
question, but only about 200,000! for the city in 1896. He was one of 
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tance of Chicago 


Polk & La Salle Streets 


tion of Printing—from the prepara- 
tion of copy to the mailing or ship- 
ping of the completed job—are 


housed in this modern, fire-proof 


be handled efficiently and promptly. 
Located within easy walking dis- 
's Loop district, it 
is most convenient for buyers to 
drop in at our office and discuss 


their printing plans with us. 
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OUR PLANT AT 


A Center of Printing Activity 


Complete facilities for the produc- — 


of any size can 


to 


—~ 


PRINTING PRODUCTS CORPORATION 


124 WEST POLK STREET 


@ @ Every piece of printing 
produced in our plant is 
carefully supervised. 
a Catalog, Publication, Book- 
let, 
of advertising literature, from 
the very first step to the last, 
each is handled by men with 
years of experience in the 
highest standard of quality. 


We welcome an opportunity 


your next job of printing. 


Be it 


Broadside or other form 


cooperate with you on 


CHICAGO 


| charge of drawing up promotional 


the earliest boosters of the city, 
and had “passed the hat” for ten 
years before the World War to raise 
a promotion fund. 


No Bathing or Fishing! 


When a Chamber of Commerce 
was established, Sewell was made 
president, and held the job for ten 
years. Since then, he has served 
four terms as mayor. With four 
city commissioners, he is in direct 


plans for each season. 


Strangely enough, although Mayor | 


Sewell has been the most indefati- 
gable salesman of Miami’s bathing, 


| fishing and sunshine advantages, he 


| 


| 


| advertising 
$82,500. 


|} mond. 


has never taken his own medicine. 
Nobody ever saw him swim, fish or 
take a sun bath. 

Paid advertising of the city has 
been under the direction of Gray- 
don E. Bevis, Miami agency, since 
1933, with the exception of one year. 


Publicity activities are in the hands | 


of the Hamilton Wright Organiza- 
tion, with Hamilton Wright, Jr., 


functioning as managing editor of | 


the Miami News service. 

During the 1939-40 season, the 
appropriation was 
Nearly half—$40,000—was 
spent in newspapers east of the 
Mississippi River and north of Rich- 
Magazines received $22,500 
worth of Miami copy, and the re- 
maining $20,000®was spent for direct 
mail. 

Mr. Bevis explained to ADVERTIS- 
ING AGE that copy for the city fol- 
lows well-established lines. Since 
it is assumed that current events 
are adequately covered through the 
activities of the News Bureau, paid 
space is devoted to factual informa- 
tion such as data on climate, recrea- 
tional facilities, costs, etc. 


Returns Up 40% 


Publicity is used to tell what is 
going on at Miami; advertising fol- 
lows through with the when, why 
and how a prospective visitor may 
make his dream of a trip to the city 
come true. Copy stresses that the 
full story of Miami's advantages as 
a winter resort can be obtained by 
writing the Chamber of Commerce 
for a descriptive booklet. Adver- 
tisements bear a coupon to facili- 
tate inquiries, and returns this sea- 
son have run 40 per cent ahead of 
results attained a year ago. 

During the five months between 
Nov. 15 and March 15, the actual 
cost of Miami's publicity activities 
reached $23,000. By no means all 
of this sum went for newspaper and 
magazine stories and pictures. Much 
of it was used for staging such news 
events as fashion shows, special 
newsreels, beauty contests and radio 
programs 

Publicity activities are varied and 
never-ending. Pictures, of course, 
form an important part of the pro- 
gram. The newsreels, for example, 


| the 1939-40 season. 


— 


released 102 films on Miami durjp 
Syndicates are 
supplied with special stories and 
picture layouts. Society editors a». 
supplied juicy morsels about loca) 
headliners who are relaxing in 
Florida. Rotogravure section edito;. 
are provided with photos of bathing 
beauties. 

Neither advertising nor publicit, 
could succeed, of course, unless th, 
city had something to attract winte, 
vacationists. Supplementing wha; 
nature has provided in the way o 
bathing facilities, fishing haunt, 
and moderate climate, promotion. 


— 


YOU'RE SURE gs 
A WELCOME 
toF. 

PLENTY OF Roew 
BATES ARE QEASOKagy: 
For your winter vacot or 
to Miami—metropolis o 
ica's golden tropics—¢ 


me 
about which every South Monge 
activity revolves wetiatns 


- 
Ame 


** made 
this entire area world bomous 
FREE AS AIR are Micm: + grea 
est attractions, the warm’) sun 
shine. treedom trom «>. 
and worries. 
SURPRISINGLY LOW ore vacs 
tion coste—living here iu muck 
the same as in any comporadis 
U. S. city 

PLENTY OF ROOM is oxsureg 
by Miami's amazing 5) 000.000 
@ month building rate on 
ly adding new facilities 1s 
ami 6 already outstanding boieis 
@partments and homes 

COME NOW—Yowll find every 
thing in full owing. Its time 
right now te move NEARER Tr 
SUN! 


cares 


EASY TO PLAN — Miami's new ollicis! 
“Tropi-quis” booklet answers al! your ques 
tions — rates, costa. recreations cole 
photoes. everything. Mail the coupon tw 
YOUR copy today! 


MIAMI CHAMBER OF COMMERCE 
Miam: Flonds 


Typical piece of newspaper copy in the 
Miami campaign which produced record. 
breaking results. 


minded city fathers each season ar- 
range a long series of special fea- 
tures which make easier the task of 
gaining publicity for the city. 


Special Attractions Planned 


Sports loom large in the special 
attractions arranged each season 
Aside from the horse and dog racing 
tracks, fishing, jai-alai, tennis, foot- 
ball, trapshooting, boating and golf 
events are staged with the coopera- 
tion of the city fathers. Fourteen 
major golf tournaments were held 
in Miami during the season. The 
Orange Bowl festival and football 
game at the turn of the new year 
has been built into a major attrac- 
tion. 

The city does not spend the pro- 
motion money now that it did in 
the glorious days of the Florida land 
boom which finally led to a nearly 
fatal crash. In 1924-25, the adver- 
tising budget reached its peak of 
$350,000. Now that Miami has 
earned its place on the map, no such 
expenditures are necessary or wise, 
it is felt. 


To Weiss & Geller 


George A. Dickel Distilling Com- 
pany, Lexington, Ky., has appointed 
Weiss & Geller, New York, to handle 
its account. A campaign using the 
“Mellow as Moonlight” slogan has 
been launched for Cascade whisky 
in 68 newspapers in major cities. 


we C4pBACK ISSUES 


@ Complete 
of current 


coverage 
and back 
issues of trade papers 
and general magazines 
for editorial and adver- 
tising material. 
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Business 


BACON’S 


CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO, ILL 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS 


JOHN A. CAIRNS 
& COMPANY 
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ADVERTISING 


45 EAST 17th 
NEW YORK C 


le 


agenc) 
Positio 
other | 


Sir 


rde 
perien 
Rox | 


Box 2 


—_— 


SECRE 
vert 


ADVE 
experi 
wants 

ng pu 
Box 2 


COPY 
publis! 


mdse 
fer ex 
Box 2 


Col 
at § 
Coli 
tween 
ernme 
busine 
here 
1-3, 1 
sumer 
le ge 
Natio. 
ferenc 
The 
ferent 
Educz 


ae Be ee ee vase 4 é 2 z ie %e 2 % ba 2 Bre Cae c > 6. 4 : matt) 4 ea ae pe Ps ; ae — a ty q = ri ; ss 
> | MIAMI'S SPARKPLUG TALKS ADVERTISING 
a a = a | 
gah 4 j ¢ : 3 “ & | 
ie CanneErmeneeEniaenenetenneety Y » " ws % 4 | 
, a”, a aaa ~~ oS 
: ee a * 5 . a ; Boe ¥ 
ee é A we: e 5 i ind ~ah ze 
ee fC ete Oi »\ ne 3 ate 58 SS ae “Repre 
ia? ¥ en . e ‘ ‘ # as . 2 Bi 3 — 
Bie ach ee et g “ BA} 4 Re Sethe yee ea weer 
eo =™ A e 4 ; ‘ SH | posted 
Pr Sg er gee - ) , \ \ ff pone 
‘ ae os My ee 3s a a \ B ADV. 
af ee oer > ee \aw, st 
. &F 7 \\ a 
\ » i= head ; ™ for ad\ 
| \ wt Suns on to $7 4 
;_ — &#&»§ Ss Aart 
ee ne ee ey 
f 
a . 7 N | = 
i f > Room | 
— Be: LLP — 
*% 5 Te Ek. 
| Princiy 
entatio 
NN trade J 
a, writer 
— s 
met = i P| Le 
a: af Sos . [| Be awn — 
(4 , / . - aaa 
in . | ee x stiercner meee Tougher" Bestia 
= = _ ee ferent 
ree ai a —_ es ee ee EA Distins 
4 _ | “hy — he ~ = } , Se = 
_— | —_ th. | 
ll) i : 
a 43 ee | ee nel Cita | | 
| — le _|B = Ia ee = 
-, & eh el —E—l rr 
= A Reel oo . = 
—= ¢ | laa ) ee 
’ = a w - © ld | il wm in ¥ pert 
o * “_ — b | J ' 
, | OF el pet md 1 oc) od ol fl | Pro 
_ i he : TT it a | roe =P } ] 
P mad Ae foun Fe eve fps |= | 
. ‘oe = - } | | mel ial wand fe | 
“iF eS UU a Hoenn 
“if and oe | | A ja | ae hele 
. 1 “ - = = = ag ernie | png pad pe H | | i | ) 
wis 78 [eee Pe ee ee rite | Bo A Bo =" | 
? ay td , — — =" . 
, fe Cce ee eee eee A hae wl ad ed 
7 = pare — 6, = jt of ie = | 
- we ee & "J - { ‘ om =~ na 
: - ae) . — ‘s: —— Se - a 
ee 
oe ee es 
ae | _-- 
a oi MP 
P| Mu 
Ad 
Th 
HO Se 
_— 
7 ——— 
- | po 
. | = ee 
- , 2 aa 
a | : : 
ve PrORONT 1 et NA 
wera i | MONTREA A any 
p WINNIPE . = } 
oe. | es 
ee ty = 
et Ce a 3 ; 
AO. 
ack 
ae » , 4 ae ; pe. ; ort. Ce ed he 3 Sy eee eee an ae e¢ mn * i 2 omy) ae aie “F - : ey “ gt RPh ye A's Us va 2 erm es: A 2 4 +e % ae: 
2 i ea ey eee * Mars j Sh ia a Ses ean | ne ee Sage? ye ae ee ali a tS PO sa ee: : 
a Wi. > “ie Xz. * eG ae to 3. ra ee inks Rta g ae Wye ~ «a 4 ae ate Ss, Ba ee ides ; 7 ss ey Ss Pp ng Anette be pe ald 


\ been aE 


March 18, 1940 ADVERTISING AGE 39 
—— ——— —— - —e ———_—_—_—_—_——_———— 

trades, the net effect of war has been | building, 21,478. Declines were 

War Transforms | to reduce income. Lord & Thomas | registered in the number of men 

| asked 331 housewives whether their | employed in hotels and boarding 


Cdve ising 
VACE 


The rates for this department are as follows: 

“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. 
cash with order 


and 
Termes 


All other classifications (single insertion rates): % in., $2.75; 1 to 8 in.., | 


$4.75 per inch, 


_ ——— 
HELP WANTED POSITIONS WANTED 

spDV. MGR. — international concern, ART DIRECTOR 

Must have large creative capacity.| Practical working artist. Well 
cutive, capable of directing | rounded agency experience, national 


in extensive dept. ; 
RADIO—to write Commercials only 
for advertiser of Women’s wear. $5000 


accounts. Layouts, some finishes. 
Leave Chicago for right proposition. 
Box 2073, ADVERTISING AGE, Chgo. 


ART DIRECTOR—prominent adv. 


aah oe 
Visualizer, able to do compre- POST CARDS 


hensivé layouts, buy art and photog- “PHOTO” POST CARDS 
raphy. Agency exp. only. Newe: os cconomical , 
NOPY CHIEF & OFC. MGR.—small | Gisplesing ony pretenses, of 


displaying any product. Samples and 
prices on request, 
Hamilton, Ohio. 


sgency Must have agency exp. $3600. 
Positions open in advertising and 
other industries for men and women, 
FRED MASTERSON 
Sinclair-Masterson Personnel 
Room 1528, 120 S. LaSalle St., Chicago 


Graphic Arts, 


PHOTOGRAPHY 
PHOTO-STYMIED? F. P. 


G. Supplies 


Sales and Advertising right picture at right time at right 
7 , rice, 
> otion Wr J > 
Principal we nl > seeks Free-lance Photographers Guild 
services, on a full or part time basis, 219 East 44 Street, N.Y.C, 


MUrray Hill 2-3810 


of able producer of visual sales pres- 
entations, direct mail campaigns, 
trade journal advertising, etc. Prefers 
writer fortified with retail store, mail | — — 
rder advertising or field research ex- |“How to Write Advertising That Sells 


MISCELLANEOUS 


perience. Address at a Profit.” Get these 27 proven, 
Box 2072, ADVERTISING AGE, Chgo. | Successful, common sense advertising 
on eee —— |fundamentals now. Help you write 
~—eIT _ 7 "aE copy that pulls quicker, more profit 
POSITIONS WANTED lable returns. Helps you do a better 
_ : |; Selling job. This simple, easy-to-use 
SECRETARY available for position in| one-page chart easily mastered in 
ivertising agency or publishing} 24 hours. Hundreds now in use, Send 
yuse, Chicago. Experienced in dif-|$1 today for yours. Money-back if 
rent phases of work in either line.| you're not pleased. Glenn E. Martin, 
Distinguishing traits: loyalty, energy,| Copy Service Mgr, Dept T. Cedar 
executive ability. References given.| Rapids Gazette, Cedar Rapids, lowa. 


Box 2075, ADVERTISING AGE, Chgo. — 


Planning a Direct Mail Campaign? 
SPACE SALESMAN | Wary of the Laurel 
experienced man, wide acquaintance, |eliminates expensive Cuts, Type-set 


ADVERTISING | 
wants Eastern representation of lead- ting; brings Attractive, Illustrated 
' 


cost? 


ng publication, commission basis. Literature within your budget. 
Box 2060, ADVERTISING ae 2 500 COPIES (8%x11") $2.63 
Additional 100's 22¢ 
Quantity runs lower still. 
specialists. Request free 


AGE, 


COPY & HEADLINE WRITER! Book 
publishing experience, 
mdse 


Color work 
instructive 
Metropolitan N, Y. area 


production, 


sense, headline specialist. Pre-| manual. In 


fer expanding, hardhitting business. | ask for representative. WAlker 5-0526. 
Box 2074, ADVERTISING AGE, N. Y.! Laurel Process, 480 Canal St, N.Y.C. 
eral subject will be broken down 


Program Set for 
Consumer Meet 
at Stephens 


into numerous subdivisions, among 
which will be, “Some Special Ap- 
proaches to Consumer Education,” 
“What Should Be Taught About 
Advertising in a Consumer Course?” 


Columbia, Mo., March 14.—Be-|“What Is Consumer Education?” 
tween 600 and 700 educators, gov-|“Consumer Education for College 
ernment officials, consumers and/Students,” ‘Vitalizing Economic 


business representatives will gather | Education,” and “Finding the Facts 
here for a three-day session April| Educators Need to Know About 


1-3, when the Institute for Con-|Consumers and Commodities.” 


sumer Education of Stephens Col- In addition, there will be an 
lege will hold its second annual | extensive series of round-table con- 
National Consumer Education Con-| ferences dealing with teaching prob- 
ference. lems in consumer education, deal- 
The general subject of the con-| ing with every phase of the subject, 
ference will be “Making Consumer | principally from the viewpoint of 
Education Effective,” and this gen-| the educator. 


The object of the conference, it 
MAILING SERVICE 


is pointed out, is purely educational, 
and no resolutions will be passed. 

Multigraphing — Filling-in | 

Addressing - Mimeographing McKee Transferred 

THE LETTER SHOP, Inc. The American Weekly has trans- 


l¢ sa pe oe . : 
0 Se, “ : , sess | ferred Bayles McKee from the 
en “CHICAGO oe {Cleveland to the Chicago office. 


M-W TOWER DISPLAY 


finds a preferred spot on crowded coun- 
ter because of so little space required... 
and because it attracts the customer's 
eye from way across the store. Displays 
your packaged product to best advan- 
tage at point of sale. . . “stacked” as 
cans or cartons could not 
safely be stacked! And 
it helps sell your goods... 
as repect orders prove! 


Phone CALumet 7200 or Write 


MAGILL-WEINSHEIMER COMPANY 


1320 .1334 SOUTH WABASH AVENUE 
CHICAGO, ILLINOTS 


WV N 


ARTISTS ENGRAVERS -LITHOGRAPHERS 


Process | 


2 | finances were greater or less as a 

Fn lish Market |result of the war. Only 5 per cent 
: | said “more,” while 59 per cent said 

y This situation led Lord & Thomas 

into a study of what the public was 


| “the same” and 36 per cent, “less.” 
Shifts in Spending 
Lord & Thomas Gives, economizing on. It found that a 


Clients Picture of New, larger percentage of the family in- | 


ie come was going for butter, margar- 
Conditions ine, bacon and ham, meat, sugar, 
eggs, and clothing. Less was being | 

New York, March 14.—The cur-|spent for amusements, drinks, 
rent state of business in England | cigarettes, cosmetics, entertaining 


i 


and the radical changes brought | and magazines and newspapers. 
about by the war are revealed by Advent of the war caused a tre- 
Lord & Thomas in a new cnt PA so upheaval in 

“How’s Life?” now being distrib-| methods of securing a_ livelihood, 
uted both in England and the|men who had spent their lives in 


United States. The study was made]one field being forced in many 
under the direction of Leonard M.j|casés to enter new ones. The net 
Masius, vice-president and resident} result, however, appears to be a 


manager. 
That British 
difficult task 


| substantial increase in employment. 
Coal mining, for instance, was 


is in- | using 67,633 more men in Novem- 


have a 
them 


marketers 
ahead of 


dicated by the dual handicaps of | ber, 1939, than in November, 1938. | 


rising prices and reduced incomes. | Next came cotton, which increased 
In September, 1939, the index of | employment 58,006. Iron and steel 
the cost of living stood at 155. It|took 35,027 new employes; engi- 
rose to 165 in October, 169 in No-| neering, 32,797; 
vember and to 173 in December. In | contractors, 32,165; building, 28,122; 
spite of increased wages in some |distributive trades, 27,973;  ship- 


established | 


| 
public works and 


houses, entertainment, dressmaking, 
furniture and upholstery, printing 
and bookbinding, and a few other 
trades catering to the luxury class. 

The famous child evacuation of 
London was a terrific blow at the 
business of that city, and an equally 
great boon for trade of the re- 
mainder of England. Total sales in 
London declined 31.2 per cent in 
October, 1939, from the corre- 
sponding month of the previous 
year, though for all of Great Bri- 
tain, a gain of 6.5 per cent was 
registered. 

The time of shopping underwent 
as great a transformation as every 
other feature of business. Nor- 
mally, buying reaches its peak in 
London retail stores at 6 p. m. As 
a result of the war, the largest 
number of shoppers is now found 


in stores at 2 p. m. This has been 
due in part to blackouts, which 
have caused most stores to close 


before 6 o'clock. 

Lord & Thomas will probably 
have to make new studies to keep 
their clients informed of the possi- 
bilities for profitable advertising. 
In mid-December, many of the fig- 
ures given above were already ob- 


| solete. 


to the advertisers and advertising agencies who, in increas- 


ing numbers, are according merited recognition to this great 


family magazine, and whose enthusiastic support is respon- 


sible for the 61 pages of display advertising in the April, 
1940 issue—THE GREATEST ADVERTISING TOTAL IN THE 


MAGAZINE'S HISTORY! 


to the Circulation Department which, without exerting special 


pressure, has steadily built up the magazine's audience to 
534,000 substantial families with children, THE GREATEST 
CIRCULATION IN THE MAGAZINE'S HISTORY! 


to the editors for the sound background they have provided 


for the magazine's acceptance in the nation’s leading homes 


and among the nation’s leading advertisers. 


The April, 1940, issue of Parents’ Magazine carries MORE DISPLAY advertising, 
MORE COLOR advertising, MORE TOTAL advertising, than any previous issue 
of the magazine. And it will be read by MORE FAMILIES than have ever 


received the magazine before. 


PARENTS’ MAGAZINE 


Guides the Rearing of More Than a Million Growing Children 


CHICAGO ° NEW YORK . 


ATLANTA 


. SAN FRANCISCO 
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GET TOGETHER FOR PLANT EXPANSION THIS WEEK I f R t i] A ti ° t ° 
- ndex of Retail Activity in 
: 80 I 
10 
ul mportant Markets 
Q Based on total retail advertising volume in all newspapers 
S (Copyright, 1940, by Advertising Publications, Inc.) 
amu BENSGHSGRRG0RR00R00000000 
oes Bonded +++ mabe is 
WEEK 8Y WEEK VARIATION SHOWN HERE | | | | | | | 
| = T - + —}—4__ 44 4+—4—++ + 1_f eS _ Tor 
| | es | eB = | | 
t t a | $————4. + +—+ t | + 
} | | } | j oie, ee } | 
+ | t t | a oo 1 +—+--+4—+ ry | TT +—+ 
{|_| 1 | | 1} | |_| GEEGESEES 
| ae | | | | | | 
| | t +—_+—+ +—+ | 4 r | + 
| aeee! ae 
e ga | | | | 
t t ] ] 1 t TI +- | +--+ 
| + | } a | } } 1 J ; | | Car 
. | j 
Arvey Corporation, Chicago, last month broke ground for a factory addition rt rT] 2 TT 1 rr Sc 
needed to increase its facilities for mounting and finishing advertising displays. 7 | } ' = Eas Cc 
Executives wielding the usual ground-breaking tools are: A. L. Greenebaum, _ | | | L 4 | | | ' 
manager, R-V-Lite Vitapane division; L. L. Grisamore, general manager; L. R. | | | ] | Ga 
Hanson, auditor; T. C. Lind, plant superintendent; C. Strauss, purchasing agent; ] | rr ee 
and P. Godell, vice-president. oe +— I t ee Chi 
ge il 
aa eaeses 1 L | 5 
| ~Y+ryu = NA _~_—— HS  O—SS — ED EN totale 
Maloney Buys Paper Appoints Ollendorf JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER to AD 
, . “hei . ) gair 
Joseph Maloney, formerly of New | C. J. Ollendorf, Chicago, has been = : eli 
York, and a free lance correspon- | appointed to handle advertising of % Gain % Gain iv Ae 
dent in Europe for nine years, has | Kirstin Company, Escanaba, Mich., 10 Week 10 Week 10-Week or Loss or Loss licati 
purchased the Telegraph, Kokomo,| maker of stump pullers. Farm ee at te ree 1940 1940 bs — b benny % Gai these 
—_ one . 4 of nenaen imaee ann > =nde onde Indec over over ende cnded or | 
. « « and « . Ss Ss . 
ae at P ; Por nay bacon cy pub a0 ea pore ne ‘ll a Mar. 12,1938 Mar. 11, 1939 Mar. 9, 1940 1938 1939 Mar. 11,1939 Mar. 9, 1940 Loss . > pe 
§ 1 as a al y ne Spe p . na Na p Ca S W - sea. 1Akron, es : ‘ 2,267,819 1,754,356 1,669,386 —26.4 ay 200,928 200,606 —).’ Fou 
Albany, N. Y..... .. 1,437,957 1,326,936 1,338,582 —6.9 +0.9 135,677 146,456 +75 ng W 
Altoona, Pa. ..... 985,425 1,010,709 1,069,271 +8.5 +5.8 124,971 127,309 +19 wer 
NAtlanta, Ga, ..... . 2,784,482 2,998,380 2,644,852 5.0 —11.8 348,278 310,695 10.8 the I 
Baltimore, Md. .... 3,815,138 3,619,084 3,823,557 +0.2 +5.6 433,948 473,391 49) the | 
Birmingham, Ala. ..... 2,249,464 2,292,136 2,469,348 +9.8 +7.7 280,098 298,690 ay: ts Fe 
*Boston, Mass. ...... . 8,359,580 3,463,771 3,357,931 —0.1 —3.1 393,468 387,122 Lf Ma 
Bridgeport, Conn. ..... 1,587,012 1,636,880 1,767,332 +11.4 +8.0 170,856 208,28 +919 papel 
aa . 2,853,382 2,462,656 2,441,398 —14.4 —0.9 283,976 325,432 +146 comp 
Camden, N, J. ....: ; 682,73 651,536 982,418 + 43.9 +50.8 72,568 139,775 4? ; 1 
Cedar Rapids, Ia. . 816,914 828,462 836,891 +2.4 £#+1.0 89,108 97,174 a] — 
Charleston, W. Va . 1,899,843 1,800,274 1,661,255 —12.6 —7.7 196,119 191,55 ’ papel 
‘Chicago, Ill. ...... . 5,641,281 5,052,083 4,961,721 —12.1 -1.8 664,313 657,985 show 
Cincinnati, O. .... 2,761,487 2,801,334 2,826,912 +2.4 +0.9 344,806 371,906 1.9 ind 
Cleveland, O. .... 3,481,834 3,087,427 3,312,669 —4.9 +7.3 344,684 393,915 +143 publi 
CoJumbus, O. ..... 2,291,961 2,353,703 2,365,991 +32 +05 269,886 —-298, 309 +10 aad 
Dallas, Tex. ........ 3,862,738 3,790,701 3,610,016 —6.6 —4,8 385,866 386,235 , come 
Davenport, la. ... . 1,699,810 1,547,106 1,663,606 —2.1 +7.5 171,178 216,468 2 
Payton, O. ..css0 2,376,438 2,333,886 2,412,406 +1.5 +3.4 277,662 291,970 
Denver, Colo. .... 1,616,840 1,617,604 1,500,352 —7.2 —7.3 171,133 158,534 me Cla 
Des Moines, la... . 1,172,831 1,133,396 1,185,540 F111 +46 123,361 125,291 Uae Cl 
Detroit, Mich. ..... 3,284,391 3,453,348 3,564,93 +8.5 + 3.2 390,807 439,402 24 | 
El Paso, Tex...... 1,880,735 1,809,094 1,857,276 —1.3 +2.7 198,688 202,440 +19 ecull 
Erie, a cbedhewss . 1,568,850 1,664,936 1,632,246 +. 4.0 2.0 178,598 177,156 ‘ ing 
Fall River, Mass.. 559,235 599,785 599,244 +7.2 — 86,128 72,944 ae day 
Flint, Mich. .......... 1,338,764 1,471,560 ~1,480,738" +10.6 +06 £166,236 162,778 i near 
Fort Wayne, Ind....... 1,829,688 1,791,629 1,920,912 + 5.0 +7.2 199,444 227,668 +14. with 
Gary, Ind. ........ . 979,495 951,162 1,107,437 +13.1 +16.4 129,261 176,798 + 36.8 hanc 
NUMBER FIVE... ofaseries - COMPLETENESS Grand tapids, Mich.... 1,559,142 1,561,902 1,645,656 + 5.5 +5.4 182,434 190,288 +4 Hat 
Greenville, 8, C _1,090,496 1,100,541 1,252,478 +14.9 +13.8 118,418 145,440 Pees renc 
- ae ee ogg . 2,579,036 2,956,268 3,218,788 +118 £+38.9 307,104 334,330 +89 thre 
. . e . . * *8 * aianapotiis > 4 35 5° 7 ° 990° r « i » « 2" . ocr +o 
To those advertisers who realize “plain printin”™ is a oe 2,835,152 2,740,750 3,093,454 9.1 +129 334,068 375,466 2 
. A o : Jacksonville, Fla. 1,515,836 1,590,778 1,684,998 +11.2 +5.9 177,184 196,630 ] 
as antiquated as Aunt Fanny’s outdoor plumbing Jersey City, N. J... 349.886 363,040 360738 ae “y' ae ane 41,349 
—and that today’s printer MUST have the talent to aanese City, Kaa.. 141,840 461,209 497,427 $12.6 +79 46,690 50,169 +7 Ap 
originate as well as the skill to produce—we present ene B aoe 1,558,006 1,844,820 1,836,548 —0.9°  —0.5 212,758 212,352 Ju 
. C ’ sittle Rock, Ark... 1,643,782 1,601,026 1,589,686 3.3 —0.7 189,686 173,012 —s.s 
ourselves—the American Colortype Company. Los Angeles, Cal. 1'189,297 4'633.558 4.789.872 4.3 aa ass see ian aae tisin 
e * . js . n - id ss . hes yf VOd0,00 ,tSe, « + -« “> oO. VoO0, > vbd, lve T .- f 
e Ours is a full organization incorporating every pongo Ky. ..... 2,423,056 2,450,923 2,405,820 0.7 mits 356,638 288 967 ’ Am« 
oy . . ae synn, MASS, ..... 1,445,23 30,67 97 9 5 F 54 9 » on ] ippe 
“tool” needed to design and produce quality selling Manchester NH ie : ___ 1,430,674 1,408,974 —2.5 1.5 159,208 143,374 + 
° ° . . ° wanenhester, N, — 639,99 678,802 “$6 ; ago r a Tw. - emer lt a 
helps—from ideas to inks, dummies to delivery. Memphis, Tenn, 962) 2.063.498 y+ r+ Aap : aa tana ye Hats 
° ° ® ° a ae apart os or aw ytiady PA +25 ) 228.6 235,452 
More than that, within the organization we have Milwaukee, Wis, ... 2,658,471 2,633,586 2,841,256 +6.9 +7.9 293,396 105.710 4.2 
. “Minneapolis, Minn. 2,382,145 2.254.622 > 9097 oF a? 3 paths pres ae ae , 
that happy balance of personnel that can lick the Nasnat Gounty, L.1. X 3 espe 2,354,622 2,227,350 —6.5 ~5.4 253,445 255,438 +4 
lavlichts ‘ f th ee, ial | ” ’ aes AM Beestinctis 866,022 392,492 347,700 5.2 —11.4 $3,149 45,190 4 Me 
daylights out of that “special problem.” It’s been New Bedford. Wane 68S ae Ee = a a 
ie 4 oa is aa - + mast 067,546 531,552 583,968 +29 +9.9 55,188 63,490 +1 T 
our job for 45 years. And, we'd like to make YOUR a Haven, Conn...... 1,620,808 1,610,994 1,709,498 45.5 +6.1 160,874 190,484 +184 She: 
woblem ours . . . just as we have for a score of ee ne, Le....... 3,514,965 3,543,491 3,563,837 +7.5 +0.6 450,702 390,588 pe 
‘ ra American enterprises f Kast to West New York, N. Y¥......+. 11,095,463 10,653,750 10,284,142 7.3 3.5 1,243,752 + 1,297,747 -4 se 
1appy top American enterprises from Last to West. rooklyn, N Pe 940,802 777,524 641,648 —Zt5 «375 $3,217 $4,211 +12 ed 
tc tee Va eee oon , 1,616,496 1,682,548 1,755,446 8.6 4.5 ~ 981,048 214,354 Lis Ele 
| 1,314,961 1,433,570 1,609,083 199 4 12.2 158.957 179,356 12.8 —_ 
OUR SERVICES INCLUDE “Oklahoma City, Okla... 2,150,806 1,906,926 1.378.796 95 9 97 7 172.438 151.816 12 on 
Omaha, Neb. ....... ; 1.025.279 983.743 1,045 99 ee aig nigh kes a are 1° 
Of5,26$ 983,743 ,045,994 + 2.0 +6.3 03,58 21.53 +1 
ART WORK FOLDERS Peoria, Th ....5. 1,835,510 1,890,363 1 954 898 +6.5 } 3 ‘ pn 38 9 ; _ 
BLOTTERS GREETING CARDS Philadelphia, Pa. 5,027,812 6,090,817 6 306 Bf 5 SN STA TT Se CTT 
BOOKLETS HOUSE MAGAZINES Phoenix, Ariz. ... 1,461,646 1,379,392 1.554.210 63 +127 130.452 144.592 
BOX WRAPS JUVENILE BOOKS Pittsburgh, Pa. ....... 3,950,968 3,651,508 3.758.160 1.9 12.9 426,762 461.706 +8 
BROADSIDES LABELS Portland, Ore. ........ 1,990,474 2,270,744 1,852,826 6.9 18.4 239,862 178,584 —2b4 
CALENDARS LETTERPRESS PRINTING Reading, Pa. ........ 1,745,635 1,735,863 1,869,128 +7.1 +7.7 192,892 221,172 14.3 
CATALOGS MACYART (3rd Dimension Printing) Richmond, Va. ..... 2,148,860 2,299,180 2.132.606 ~~ . 2 ene KS n 
CHRISTMAS CARDS, TAGS MAIL ORDER COVERS, INSERTS, Rochest« mes Beween 2,574,735 2,671,054 2,786,223 18.2 +4.3 284.830 225 800 418.0 
& SEALS FLYERS Rockford, i. 1,338,973 1,252,440 1,454,992 +8.7 +16.2 120,456 158,774 +318 
CIGAR BANDS & LABELS MAGAZINE INSERTS & COVERS Rock Island-Moline ... 1,522,570 1,382,780 1,408,848 7.5 $1.9 156,800 168,798 = +1 
COLOR PHOTOGRAPHY METAL SIGNS we camchaserenentee Menace 1,367,514 1,474,410 1,368,808 +0.1 —7.2 153,860 186,872 +21 
COPY (Direct Mail & Editorial) OFFSET PRINTING San Antonio, Tex . 1,094,969 1,218,355 1,316,637 +303  +8.1 ~~ 946,259 161,1:2 +102 
DIRECT MAIL CAMPAIGNS PAPER NOVELTIES on oe I —~ : aL... 2,270,104 2,315,420 1,857,954 18.2 19.8 259,266 201,138 224 
DISPLAYS PICTURE POST CARDS Genth’ fend ad et tpt} 1,898,158 2,123,254 $29.6 +11.9 225,666 262,29 6: 
ELECTROTYPES POSTERS ‘Spokane Ww ie ‘'s88 160 2 eed 929,275 27.2 5.6 100,838 110, + + 
; ENGRAVINGS WINDOW DISPLAYS j — are ee tn nt 6.5 108 436,618 ase.a00 = a 
Be St. Louis, Mo... , 3,298,805 3,229,725 3,249,340 1.5 + 0.6 ~ $89,735 — 4106 ‘ 
‘ ‘ , _ -- - F 
+ eee 7". =+178,908 1,774,696 1,967,647 9.7 10.9 223,428 237 é 
a racuse, N. Y. , (99,425 846,440 1,216,544 + 64.5 + 43.7 121,338 165,0 ote 
Tacoma, Wash. .. 1,064,714 1,089,130 1,210,186 + 13.7 +111 138,432 149, 5¢ , 
rampa, Fla 1,141,000 1,201,732 1,451,086 27.2 20.7 129,304 188 
; oa Ont., Can 1,241,739 3,110,982 2,997,090 76 —3.i 297,782 06,1 a. 
! TALENT TO ORIGINATE SKILL TO PRODUCE an aa tye py te 701,344 $12.30 +3.2 77,322 91, it 
eae See eee 1,651,742 1,622,586 1,642,060 -0.6 +1.2 182,140 190,638 : 
Washington, D. C... 5,965,444 6,076,319 6,141,642 +3.0 +11 569,712 724,939 ot 
Youngstown, QO. 1,419,487 1,263,657 1,444,451 +18 414.3 139,920 172, - 
Total eee we 168,902,189 166,910,581 169,753,625 +0.5 $1.7 18,888,796 19,97 4,1 +6! 
f : Akron Times-Press discontinued Aug. 28, 1938. ~ 8 Spokane Press discontinued March 18, 19 
ie 2 Linage of Daily American now combined with 9 St. Paul Daily News discontinued April 3° 
ie . Record. 10 San Diego Sun suspended publication Nov : 
} Buffalo Times discontinued Aug. 1, 1939. 11 Atlanta Georgian and Sunday American ceased PY” 
4 Chicago Herald & Exam. discontinued Aug. 28, 1939 lication Dec. 17, 1939. " 
° Milwaukee News discontinued Jan. 14, 1939. 12 Linage of Syracuse Journal, now com! 1 with 
6 Oklahoma News discontinued Feb. 24, 1939. Herald, eliminated from 1938 and 1939 tota 
7 News-Times discontinued Dec. 28, 1938. 12 Minneapolis Star and Journal merged Aus 
Howe Joins Agency ‘Embassy Adds Bacharach Western Reserve Appoints 
| Edwin J. Howe has joined Fuller| Justin L. Bacharach, formerly| Western Reserve Company, © 
|& Smith & Ross, Cleveland, coming | stamp editor of the New York Jour- | cinnati, has appointed Key have 
from Apex Electrical Mfg. Com-|nal & American, has joined Em-|tising Company, Cincinnat. © 
pany, Cleveland, where he was|bassy Advertising Company, New/handle its account. Newspape*>s 
assistant sales manager. York, to service stamp accounts. displays, direct mail will be us ke 
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io VERTISING LINA brainchild ; “a i 
= gt rainchildren of the individuals or N G ] 
CANADIAN MAGAZINE ADVER NG LINAGE Existing Plans , groups which submit them. Ow ent emen 
coana ene [a tee | The contest calls for “the best Will Prefer ‘em 
vyaclean’s Magazine os yey os coaee Fli ibl f oe toe we aoe dre grt 
RP SE 442 507 37. 25.87 ships between advertisers and con- E M 
“i _ ee - << ene ania all : 38.1 26,694 313 21.908 Ig e Or sumers,” and it is open to everyone, | ven ore! 
sadian Homes # thi. Ban as ae in and out of the advertising field,| New York, March 14.—The pref- 
Myberty cess eee eeeeeees - 20.9 8,946 19.1 8,189 Y 000 C f | with the single exception of em-| erence gentlemen are supposed to 
gat , - ya. 002 are a yer on es ployes of Advertising Publications,|shower on blondes doesn't mean 
motel CHORD FEB is cc ccicvesieesarscscavess 183,902 173,108 ’ : é ; 
: ne. It may be entered by an in-| that the eye appeal of other-than- 
Commercial Bisgiag in ConaGian Farm Papers dividual, two or more individuals | natural beauties can’t be “oved 
, Merala & Weekly Mar: C Pp b| | dividual, Pm ividuals | ni al beauties can’t be improved, 
NE a apc vaeauaehaaekes 42.0 41,913 14.2 34.240 onsumer ro €@ M | working together, or by advertising | Nestle-LeMur Company indicated 
| ele isa sf iti EY GE! Competition Does Not} ‘1825 women's clubs, civic organ-| this week by launching a campaign 
n MAGASINE .occesseccsccseccccercsceseress 35.9 25,155 32.9 23,002 : 98 a izations, or any other group. in behalf of a new product designed 
« iy and ‘Nor West Farmer a 27.6 19872 31'8 22 o19 Require New Ideas Four Prizes Awarded to remedy the straw-like quality of 
e maa —— — bleached hair. 
Total Group —2.0% ........ 45,027 45,921 | Chicago, March 15.— With the | For the best plan submitted, Copy hailing Nestle Lite will ap- 
[semi-monthly—both issues included. : | $1,000 prize contest for plans which | ADVERTISING AcE will award $500 in | Pear in 19 women’s magazines. The 
fuekir—Tee. GEAGs GASUR, Hes tactEces Mm sete, | would be effective in bringing con-| cash; for the second best, $250; for | Company will emphasize the fact 
| |sumers and advertisers closer to-|the third best, $150; and for the that the difficulty encountered here- 
C nadian Linage 2 oe | Sether creating increasing interest fourth best, $100. tofore in wa\ ing bleached hair — 
ad een ciency from week to week, inquiries to There are no rules of any kind to | MW be eliminated. The new bleach, 
Sc res 6 2% | ADVERTISING AGE have made it ap-|follow, with the single exception | POSsessing an oil base, is sald to 
0) - . |parent that some confusion exists|that plans must be mailed or de- | leave the hair soft and lustrous. 
Gain for March Needed to Survive | with reference to eligible entries. livered to the Contest Secretary, hese s. npr Company is the 
As has been pointed out pre-| ADVERTISING AcE, 100 E. Ohio street, | @emcy In charge. 
Chicago, Mareh 15.—March lin- ' | viously, the contest is not restricted | Chicago, by midnight, May 31. — aia . 
age in major Canadian magazines W Aft th | to plans which are completely orig- There is no entry blank, and en- Clinic to Discuss Radio 
totaled 183,902, according to reports al § erma inal and which have never been|tries may take any size, shape or Radio will be the subject of the 
pal ADVERTISING AGE today. This is used or tried. Programs which are | form desired. They should be prac- | final winter meeting of the Junior 
: . gain of 6.2 per cent over the 173,- V D now being used by clubs, com-|tical, specific and comprehensive, Public Relations Clinic, Chicago, at 
108 lines carried by the same pub- an eventerle | Is panies, groups or individuals, or|and detailed enough to give a clear | ® P- ™., March 18, at the Bismarck 
ications last year. In February, N ew Assignment for which may have been tried out in picture of the operations to be pur- —— a ee 
these magazines reported a loss of a the past, are eligible for prizes|sued in carrying them out. They Ray, National Broadcasting Com- 
r 5.3 per cent. Advertising Men equally with those which have not|need not, however, be completely pany, and Frank Rand, formerly of 
m1 Four of the six magazines report- yet been used. It is assumed, of | developed down to the last comma | Colymbia Broadcasting System and 
by ing were able to show an increase Springfield, Mass., March 12.—]|course, that such plans are the!in the copy. ‘now public relations counsel. 
1.9 wer 1939 figures, as was Liberty,| The European war will be followed 
- the lone weekly in the group, with} by such a battle for business that — 
7 ts February totals. only the fittest can survive, John 4 \ y 
lé March linage in two monthly farm|H. Van Deventer, president of The | Le NY 
1.9 papers reporting totaled 45,027 as|Iron Age, New York, told a group of oN ~ANN \\\ 
4 compared with 45,921 last year, a| industrialists attending the annual ry \ \\\\\\ 
ie iecline of 2 per cent. Other farm | party of William B. Remington, Inc., | : | WW Y | , 
papers, reporting February linage,|at the Hotel Kimball yesterday. . o > 
, showed gains over 1939. Figures| Mr. Van Deventer shared the pro- AO 
1.9 and page totals for the individual| gram with Donald M. Hobart, man- — SL fd f 
4.3 publications are shown in the ac-|ager of the division of commercial | \ {\ 
, companying table. research, Curtis Publishing Com- All 1) ressed [| ) 2 AD 
‘ a pany, Philadelphia. . EE } ‘ _ 
The advertising fraternity is 
“4 Clarence A. Buyer Dies charged with the responsibility of y 
Li Clarence A. Buyer, account ex- making every producer aware of the \ 
ecutive for Stack-Goble Advertis-|danger of “distress selling” from ahi WC. QCC () 30) 
ing Agency, Chicago, died Wednes-| abroad and of the only successful 
day after three weeks’ illness of a|method of meetiag it—through in- 
7} heart ailment. Mr. Buyer, who was | creased efficiency, he said. j 
4.2 with Stack-Goble for eight years, “War changes things,” said the ( 4 
6.8 handled advertising of Portis Bros.| publisher, “and it often changes | } gr. 
. Hat Company and Wright & Law-| them more suddenly and seriously efore your photographs can step 
et rence Laboratories. His widow and] gpa ties as odie, | ¢ 
= teres Gallen suswive. when it stops than when it starts. : 
2 The present war gave our steel | out onto the printed page, you will 
wt ana industry a shot in the arm from} P 


Appoints Scherer 

Jules S. Sherer, formerly adver- 
tising and promotion manager for 
American Pencil Company, has been 
ippointed director of advertising 
and sales promotion by Stylepark 
Hats, Inc., Camden, N. J. 


« | Merrill With Agency 

_T. W. Merrill has joined K. E. 
Shepard, Advertising, Chicago, as 
‘eccount executive. He has been 
Northwestern district sales promo- 
uon manager for Westinghouse 
Electric & Mfg. Company. 
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rc Engraving and Printing. You 
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complete —Ad-Setting, 


service is 


use one or all as required, 


but all are here ready to serve 


you. Experience proves that 
there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 
ings and press proofs in any 
quanuty. Phone Wabash 7820. 


ts 
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fe Faithorn Corporation 
er- 504 Sherman Street, Chicago, Illinois 


A Complete Day and Night Service for 
Advertisers and Advertising Agencies 


which it is now relapsing, but which 
drove demand in 30 days to 100 
per cent of capacity. It stimulated 
our aircraft industry to an expan- 
sion far beyond any conceivable 
peace time or domestic prepared- 
ness requirements, and to a point 
that may mean serious labor dislo- 
cations when the end comes, as it 
must.” 


Fight for Existence 


When the war ends, Mr. Van De- 
venter continued, the United States 
must have ready for use a line of 
production equipment which will be 
farther ahead than anything yet 


imagined in Europe. That is the | 


only hope for an industrial protec- 
tive armament capable of overcom- 
ing the competition of distress costs 
in foreign manufacture and sales. 

“The job of advertising men, 
then,” he said, “is to sell this idea 
to industry. This is both a mag- 
nificent opportunity and a grave re- 
sponsibility. Whether America takes 
the next upward step and continues 
as the world leader in efficient pro- 
duction, or whether it is content to 
gravitate to the slough of despond 
with the remainder of the universe 


depends on the efficiency of adver- 


tising. 

“Your task is to resell American 
industry on the basic philosophy 
which made it great—to be recep- 
tive constantly to better ways of 
doing things, of reducing costs and 
of making finer products. And you 
must, in this selling, show it how 
your own product will help in 
taking that next vitally important 
upward step.” 


Clothier Is Dead 


Walter Clothier, 65, chairman of 
Ketterlinus Lithographic M fg. 
Companp, died March 14 in Uni- 
versity Hospital, Philadelphia. He 
was president of the company for 
14 years before becoming chairman 
in 1933. Mr. Clothier was at one 
time secretary- manager of the 
Lithographers National Association. 


up”. That’s a very important step in 


| 


surely want them properly “dressed 


Superior’s 5-Phase Production 
Service — photo retouching, intelli- 


gently handled and skillfully done. 


b.. Superior is also kno 


the answer obvious? Ret« 
the same organization, ea 
ciation for the needs of th 


Superior carry the ball 


wn for good engravings. Isn't 


suching and engravings from 
ch expertly done with appre- 
1e other! Better still . . . let 


from art to ad setting. Our 


5-Phase Production Service includes art, photography, 


photo retouching, engray 


ing, ad composition. It's the 


direct way to better printing results. Saves you time and 


trouble, too. One order co 


Night and 


Bs 


Telephone SUP 7070 


vers everything, intelligently. 


Day service. 


: . UPERIOR Engraving Company 


215 W. Superior Street 


Chicago 
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a ( and similar subjects. cards featuring the slogan, “Uphold of California; Norman D’Evelyn,|FTC.” He backed this ass Sertion 
Colonial Dame. Printed without comment is the|American Standards—Get More | D’Evelyn & Wadsworth; and Hazel|up with figures showing that ”y 


Gets Razzing in 
Consumer Letter 


Columbia, Mo., March 14.—Some 
sarcastic comments on the current 
poster sponsored by the National 
Association of Manufacturers—‘If 
you work for a living, you’re in 


following paragraph: 


“Contending that a social science | 


textbook written by Dr. Harold 
Rugg, professor of education at Co- 
lumbia University, is ‘very, very un- 
American’ because it ‘tried to give 
the child an unbiased viewpoint 
instead of teaching him real Ameri- 
canism,’ Mrs. Ellwood J. Turner, 
corresponding secretary of the 
Daughters of the Colonial Wars, 
called upon the parents of Philadel- 
phia’s public school children to bar 


| Value for Your Money—Buy Adver- 


tised Brands.” 

The campaign, launched in Sep- 
tember of last year, 
spread to 30 states, Alaska and Can- 
ada, the booklet asserts. 


CONSUMER SEMINAR IS 
SAN FRANCISCO PLAN 

San Francisco, March 13.—The 
San Francisco Advertising Club has 
announced that its annual spring 
seminar, beginning today and con- 


has already | 


Oppenheimer, past president, San 
Francisco Business & Professional 
Women’s Club. 


PEORIA HEARS BRASS 
TACKS CONSUMER TALK 


Peoria, Ill., March 12.—W. Dan 
Bell, manager of the Peoria Better 
Business Bureau, yesterday deliv- 
ered a brass tacks talk on the neces- 
sity for beginning to solve the con- 
sumer movement by cleaning up 
bad business and advertising prac- 


though the FTC examined 
advertisements during its first 
under the Wheeler-Lea amen dment 


only three were referred to the Jyc. 


tice Department for prosecyt;, in 
and only six criminal cases r: sult ted 
from a similar period of oper 
under the new food and drug a. 
Of the advertising questioned by ‘ 
FTC, 42.4 per cent was of drug . 
and 10.4 per cent of cosmetics 
said. 


he 


Consumers—Not Communists 


business; whatever helps business | the book from the classroom. ‘All| tinuing through March 27, will be | tices first to the Peoria Advertising 

helps you”—lead off the March the old histories, said Mrs. Turner, devoted to the theme, Are Con-| and Selling Club. Turning from the FTC to , 

news letter of the Institute for Con- taught My _ country, right or|sumers Guinea Pigs?” — , “It is my personal contention,” he | broader discussion of the consume; 

sumer Education, affiliated with| Wrong.” That's the point of view _ The seminar is held in conjunc- said, “that business should hurry to |™ovement, Mr. Price said: 

Stephens College here. we want our children to adopt. We | tion _with the regular luncheon the aid of these consumer groups. “I believe a revolution is takin, 
Consumers might better have | ¢@n't afford to teach them to be | meetings of the club, and this year Help them understand the problems place in advertising, and has {o, 

posters of their own, reading: “If unbiased and let them make up|is designed to give club members 


you’re in business, you need con- 
sumers—whatever helps mass buy- 
ing power helps you,” the news let- 
ter suggests. 


No Comment Needed 


Other subjects highlighted for 
discussion include the Waller-Logan 
bill, designed to provide for more 
complete court review of the deci- 


,” 


their minds. 


ST. LOUIS CLUB 
DISTRIBUTES FOLDERS 

St. Louis, March 13.—The Adver- 
tising Club of St. Louis has printed 
a folder, called “A $2,000,000 Con- 
tribution to Advertising,” which 
gives complete details of the public 
relations program sponsored by that 


a better understanding of the con- 
sumer movement. 

Speakers at the three seminar 
meetings include David Faville, 
graduate school of business ad- 
ministration, Stanford University; 
George E. Eberhard, president of 
the company of that name; Ford 
Tussing, Paraffine Companies; Wil- 
mot P. Rogers, California Packing 


of business. Give them the factual 
information they want. Help them 
to buy wisely. We don’t have any- 
thing either to fear or to hide if we 
are selling honest goods at honest 
prices. We would not even have to 
be worried about the consumer 
movement if we tell the truth in 
our advertising and selling.” 


some time—and I am not re ferring 
to communism. 

“Regardless of what communis, 
think about advertising, it will 
us as advertisers no good to confys 
consumers and communists. Inj. 
vidual groups may be tinged with 
pale pink or ruddy red—but the 
consumer herself is just plainly ang 
simply a customer—ours or the 


aD 220.7 760 
year 


ss other fellow’s. 
sions of federal administrative | club, including a series of adver- |Corporation; Denis Donohue, Retail Sears Executive “And we had better listen to this 
agencies; the “Blunderland” exhibit | tisements, another series of spot | Dry Goods Association of San Fran-|, customer, because she is asking 
: in Washington, reported in the Feb. | radio announcements, a group of |cisco; Wheaton H. Brewer, Pacific | ]J) Counter Attack some questions. She wants to know 
7 5 issue of ApverTISING AcE; the pro- |“The American Way of Living” |Rural Press; Ewald T. Grether, what it is she is buying—what 
posed FTC study of distribution, | leaflets, and outdoor posters and car | professor of economics, University |OJ} FTC Detractors grade, what quality, what value 
. what it will do, and what it won't!” Am 
(Continued from Page 1) Winding up, Mr. Price vouchsafeg | Orlk 
- this was ‘another attack on adver-|a word of faith and hope. Cor 


WHC 


Again 


tising,’ an attempt to muffle the 
press, to destroy the freedom of the 
printed word. 

“Why this rush to the defense 
against a_ fact-finding economic 
study covering, among all the other 
costs of distribution, advertising? 
What justifies this guilt neurosis? 
Why the beating of drums and wav- 
ing of flags? To borrow from 


| Shakespeare, I believe we do pro- 
| test too much. 


“I have yet to see any single in- 
stance of an FTC act or utterance 
that would suggest any radical ideas 


Carries Own Destruction 


“Much of the current discussior 
of the perils facing advertising has 
been likened to a speech by Donald 
Duck,” he declared. “Much loud 
and vociferous squawking — littl 
said. I don’t believe advertising js 
in any danger except from itself 
Like everything living, it carries 
within it the seed of its own de- 
struction. 

“Certainly the government is not 
against advertising, but against the 
irresponsible and vicious element 


about advertising,” Mr. Price as-| that we would all like to see elimi- 

r i re hy T 4 N T | t serted. “Dishonest and harmful|nated. Certainly we have merited 

_ advertising is banned. That a rea-|questioning, investigation, even 
e sonable and rational tolerance is|criticism. And certainly I believe 
i. oO O L t - P A re A D E allowed in its consideration is easily | that advertising, as a _ profession 


@ Here, 


overwhelming margins. 


in four separate and disinterested surveys by 
U. S. and Canadian radio editors, radio programs heard 
regularly over WMC were awarded first distinctions by 
Popular proof of WMC's over- 


apparent in the functioning of the 


‘can take it.’” 


Thi 

whelming popularity in the MidSouth listen area. inv 

. . mer 
7 outof the first 10 in the World Telegram Poll The 
0, PE IR sce cscdscvaeseadiscsanda JACK BENNY se 
2. Outstanding New Star............+0+d ALEC TEMPLETON 
B, PORE Feed BONO... ccc ccccecccese BING CROSBY 
4. Favorite Studio Announcer................ DON WILSON 
5. Popular Classical Singer................. NELSON EDDY (AVAILABLE IMMEDIATELY) 
6. Popular Quarter Hour Program........... FRED WARING BA 
Be Se EN 5605640 50d 5 0ba Kec bessesenan JACK BENNY 
Bi PE POMNONIE Gost css ccdvewssnsesees GUY LOMBARDO = 
9. Favorite Sports Announcer 1, STERN 


10. Favorite Quiz Program. . 


* 
9 out of the first 10 in the Cleveland Plain- 


Dealer Poll 


1. Favorite Personality.... 


Tee TTT CHARLIE 


McCARTHY 


THE BIGGEST 


MAIL PULLING PROGRAM*# 


test Master sf Cereinones. 0000s: DON AMBCHE ON KYW~ 
4. _ psa se — —— sevseves ere 44 
». Ss assical rematle singer... oe © sLM MANNERS 
rT ¢ bet Cooma en Gee Dds. Decscichidaaon 
, * - Best Dramatic Seria Ree ee E MAN'S P 
i: Best Ditee Bande 0000000 MEY LolinanDo STATION IN PHILADELPHIA”! 


* 
9 out of the first 10 the Motion Picture Daily 
and Motion Picture Herald Poll 


y 


3. Kraft Music Hall 


. Information, Please 


* THAT'S PULL —WITH LISTENERS! 


1. Open Champion..... EDGAR BERGEN (Charlie McCarthy) . *13,789 LISTENE 
“ey Te oy Seen teerreateirte DON AMECHE 7 out of the first RS SENT IN OVER 
oe EE SOD a6 csv anewaewaeease ONE MAN’S FAMILY ‘ . 
Sf,  ntcias6os.004000e0nsnsenenviel JACK BENNY 10 in the Radio 16,000 DIMES FOR A BOOKLET 
i — “RRR SAREE Ess FANNIE BRICE Daily P 
eee 6. Comedy Teams............ FIBBER McGEE AND MOLLY aily oll OFFERED ONLY ONCE DAILY DURING 
- To RU SO, BDescccscvecareensaees BING CROSBY 1. Jell-O Program 
3 8. Classical Singers, Male..................- NELSON EDDY _—~ oa 
aa . Chetel Snee, Seaae.......... MARGARET SPEAKS 2. Chase & Sanborn ONE WEEK IN FEBRUARY, 1940! 
: ? 10. Popular Dance Orchestra................. GUY LOMBARDO Program 


5000 WATTS DAY 


* 
ouriwa WW INIC 


NBC RED NETWORK 
MEMPHIS 


Owned and Operated by 
THE COMMERCIAL APPEAL 


>. Bob Hope Program 
. Lux Radio Theatre 

. Ford 
Hour 

9. Kay Kyser's College 
10. Good News of 1940 


3 
L 
} 
5. Fred Allen Show 
6 
Q 


Sunday Evening 


WRITE, 


WIRE OR PHONE 


KYW - PHILADELPHIA 


OR NEAREST NGC SPOT SALES OFFICE 


oa * 
NATIONAL REPRESENTATIVE: THE BRANHAM COMPANY 
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PHOTOGRAPHIC 
REVIEW OF 
HE WEEK 


WAY DOWN SOUTH FOR A PARTY 


PRE tk & 


Among those who attended the centennial celebration of Godchaux's, New 

Orleans department store, were Jerry Hickey, president of Hickey-Freeman 

Company, Rochester, and Charles F. Kettering, vice-president of General Motors, 
shown here talking to Leon Godchaux, Jr., head of the store. 


FOUR LUCKY MEN GET GRIDIRON BIDS 
aia it Ea) & 


This being leap year, the Women's Advertising Club of St. Louis decided to 

invite four men to its hitherto strictly female gridiron dinner. The four lucky 

men, and their hostesses, are shown here in the mayor's office. Left to right: 

Thomas N. Dysart, president, St. Louis Chamber of Commerce; Jimmy Conzelman, 

former Washington U. football coach; Peggy Cave; Mayor Bernard F. Dickmann; 

Helen Lippert: and Vladimir Golschmann, conductor of the St. Louis symphony 
orchestra. The party will be held April 4. 


BACKBONE OF MIAMI PUBLICITY PHOTO SERVICE 


Bath: , 
re girls and glamor are perennial bell-ringers for the Miami publicity 
ment, photos like this doing plenty to help fill the city's hotels and restau- 


rants during the winter season. (Story on Page 38.) 


HEADS NEW GROUP 


Tests show how 
you react to 


iC NERVES 


Frank P. Vaughan, president, Tested 

Papers of America, which is sponsoring 

a new development in paper marketing. 
(Story on Page |.) 


ENGINE YOUTH 


1S9O — FIFTY EXCITING YEARS OF UNION O11 COMPANY'S SERVICE TO THE "WEST~1960 ...... 


« 


Traffic nerves have blossomed out in Union Oil Company's new campaign on the 

Pacific Coast. Copy is appearing in a long list of newspapers (that shown here 

is a full-color page) and on outdoor posters. Lord & Thomas, Los Angeles, 
is the agency. 


BABIES STILL DRAW PATRONS' EYES 


This emblem, with its attractive youth, 

symbolizes the new theme of Cities 

Service Company. Longer car life, 

through use of Cities Service products 

and facilities, is stressed. (Story on 
Page 31.) 


JOHNSON 
Aa 
| POWDER 


FULL OF ORANGES 


This young lady, we are told, was one of 
the 28 queens selected to reign jointly 
over the National Orange Show, just 
winding up in California. Her ordinary 
name is Virginia Black, her regnant name 
Miss Los Angeles. When not a reigning 
queen, she's a photographer's model. 


New window display for the baby products division of Johnson & Johnson, which 

is also being used in reprint form as a give-away for the druggist, who gets 20 

prints for distribution to favored customers. Young & Rubicam is the agency. 
Einson-Freeman Company made the poster. 


SPRING FOOD SHOW FOR DEL MONTE GETS GOING 
What a break! What a break! 


JUST WHEN MENUS 
NEED "EM MOST 


mi 


See the whole pcngecss array 
AT GROCERS NOW 


This 24-sheet for California Packing Corporation will play a major part in spring promotion. It was produced by Continen- 
tal Lithograph Corporation. 
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THIS BOOK IS YOURS 


INDUSTRIAL ADVERTIS 
INDUSTRIAL AGENCIES) 


-FREE! 


Successfy] Machine Tool 


Promotion 


Methods used by leading machine 
tool manufacturers for 


Promoting sales 


Published by INDUSTRIAL MARKETING Chi 
| y cago 


CRD 


SUCCESSFUL MACHINE TOOL PROMOTION INDEX 
The New Approach in Machine Tool Merchandising 
CLIFFORD S. STILWELL—THE WARNER & SWASEY CO. 
A Slide Rule for Salesmen 
Sales Planning and Control for Profit 
CLIFFORD T. APPLETON—HEALD MACHINE COMPANY 
Colored Post Cards 
Case Studies in Industrial Marketing—The Black & Decker 
Manufacturing Company 
Application Advertising Engineering 
WENDELL E. WHIPP—MONARCH MACHINE TOOL COMPANY 
Do Prize Winning Ads Get Results? 
How We Manufactured Seles Through Distributors 


NEIL C. HURLEY, JR.—INDEPENDENT PNEUMATIC TOOL 
COMPANY 


Novel Campaign for New Drill 

New Wrinkles in Catalogs 

Company Codperation Increases Sales Forty-five Per Cent 
H. L. RAMSAY—PORTER-CABLE MACHINE COMPANY 

Redesign Contributes to Sales, Profits 

Making Direct Mail Permanent 

Case Studies in Industrial Marketing—Skilsaw, Inc. 

LeBlond Launches New House Organ 


Copywriters—Get on Your Horses! 
HERMAN L. KLEIN—CINCINNATI MILLING MACHINE, INC. 


What We've Learned About House Publications 
GRAHAM ROHRER—BALOWIN-SOUTHWARK CORP. 


ERS.... 


sales. 


dles. 


put to 


Then, 
“Sales 


TOOL 


mine 


nl 


rocketed. 


= —_—s 


SOMETHING YOU'VE BEEN WAITING FOR 


SUCCESSFUL MACHINE TOOL PROMOTION—, 
38-page book of bed-rock facts on methods used by 
leading machine tool manufacturers for promoting 


No frills, no flairs, just straight promotion and 


merchandising ideas for you to use in increasing your 
own sales. Any company engaged in the manufac. 
ture and sale of machinery or machine tools will 
want this book as a guide for sound, modern and 
successful sales strategies. 
handling industrial accounts will find the book gives 
them a solid foundation for the building of outstand. 
ing, successful advertising programs. 


Any advertising agency 


Business is interested in profits, not gears and spin- 


And, when the Warner & Swasey Company 


work for you—profitably. 


there’s the most remarkable and illuminating 
Planning and Control for Profit,” by Clifford 


T. Appleton, Sales Engineer of the Heald Machine 
Company. Mr. Appleton tells how sales work should 
be centered around a study of sales potentialities. 
upon which the cost of selling, including advertising 
and sales promotion, should be computed for the 
purpose of fixing profitable prices. 


PROMOTION. We've combed the files ol 


INDUSTRIAL MARKETING to produce this amaz- | 
ing book, and we know you'll find it an indispensable 
addition to your working library and a_ veritable 


of information. Now, here’s how you can 


OBTAIN THIS BOOK—FREE 


The book is available to you, without charge, in 
connection with a $2 yearly subscription to INDUS 
TRIAL MARKETING. Every issue of INDUSTRIAL 
MARKETING is just packed full of material dealing 
with your advertising and merchandising problems. 
Articles and comments by the men who have devoted 
years of study and research to the problems peculiar 
to industrial advertising will undoubtedly provide 
you with new thoughts and ideas to aid you in 
increasing your sales volume. 


Sign the subscription order below and mail 1! 
TODAY. We'll send you by return mail your copy 
of SUCCESSFUL MACHINE TOOL PROMOTION 
Act now, we have only a limited supply and there 
will not be another printing. 


SUBSCRIPTION ORDER 


INDUSTRIAL MARKETING, 
100 E. Ohio St., Chicago. 


Please send me a copy of “SUCCESSFUL MACHINE TOOL PROMOTION” and enter my 


subscription to INDUSTRIAL MARKETING for one year. 


Name .. 
Company 
Street Address 


City and State 


I enclose $2 in full payment 


Title 


Mr. Stilwell’s dis. | 


became fully aware of this fact, they changed their 
advertising and selling approach—their sales sky- | 
Mr. Clifford S. Stilwell, Vice-President | 
and Sales Manager of that company describes the 
revolutionary process in “The New Approach in 
Machine Tool Merchandising.” 
cussion uncovers some astounding facts that you can 


These are just a few of the many fine merchandising ~ 
and promotional helps in SUCCESSFUL MACHINE 
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